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The steady rise in personal savings—they are 
now up to an annual rate in excess of 15 billions 
—has the economists asking questions: Is it a 
buyers’ strike? Is it fear of depression? Is it 
preparation for a spending spree? 

Whatever the answer, the purchasing power 
exists to make retail sales potentia!ly enormous 
this year. 

Paper, as usual, will be a major factor in the 
successful tapping of this great reservoir of ac- 
cumulated savings .. . and its use in the form of 
advertisements, booklets, catalogs, folders, letters, 
displays, and packages will determine the winner 
of the paper battle between deposit and with- 


drawal slips. 


THE MEAD CORPORATION °@ 





Which shall it be? 


















Mead Papers of the Mead, Dill & Collins, and 
Wheelwright lines—by “Paper Makers to 
America’”’—are completely impartial in the world 
of selling. Intelligently used, they can sell savings 
accounts as persuasively as they can sell any- 
thing worth saving for. Specify and use them for 
good printing, better impressions, and “‘the best 


buy in paper today.”: 


* & * Mead offers a completely diversified line of papers in 
colors, substances, and surfaces for every printed use, in- 
cluding such famous grades as Mead Bond; Moistrite Bond 
and Offset; Process Plate: Wheelwright Bristols and In- 
dexes; D & C Black & White; and Printflex Coated Papers. 


“MORE THAN ONE HUNDRED YEARS OF PAPER MAKING 






The Mead Sales Company, 230 Park Avenue, New York 17 Sales Offices: Mead, Dill & Collins, and Wheelwright Papers ¢ Philadelphia « Boston « Chicago « )ayton 








“PAPER MAKERS TO AMERICA” 
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yet FAVOR 





























) q At least a dozen people 
4 —maybe more—see an 
envelope sent through 

the mail before it is 
a opened. Packaging 

a” a envelopes, displayed on 
store counters, are visible to 

hundreds of thousands. Yet only the 
designs with “oomph” earn high “open- Util. 4, 4y 
ing percentages” for direct mail types... Lallg s 
strong “customer choice” for packaging types. 
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The best envelopes bespeak the prestige and 
dignity—or the aggressiveness and show- 
manship—of the firms they represent. And 
attention-compelling, multi-colored pack- 
aging envelopes vastly enhance the sales 
appeal of the merchandise they contain. 
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DO YOUR ENVELOPES MEASURE UP? 


Tension is proud to have supplied its 60 years of 

envelope-making experience to many of the country’s 
leading business houses, helping them save mailing . 

time, prevent mistakes, cut postage costs, promote \/e »\ 

sales and protect envelope contents—in addition to ) 
providing designs of distinction. 

If you have a special envelope requirement, simply 
outline the need on your company’s letterhead, and 


address the Tension factory nearest you or phone 
your local Tension representative. 


for every business use 
“TENSION ENVELOPE CORPORATION 


FACTORIES: New York 14, N.Y. e St. Louis 10, Mo. 
Minneapolis 1, Minn. @ Des Moines 14, lowa e@ Kansas City 8, Mo. 






Over 100 Representatives Selling Direct to User 





































The MASON MAILMASTER.. 


SAFETY 
WIRE CLASP 
SAVES PAPER, 

TAPE, TIME 






ve fOr 
Postal 
| Shipments 
No Wrapping—No Tying, 
65 sizes—1,000,000 boxes in 
stock for immediate delivery. 
—Send for Catalogue. 


BION 


BOX COMPANY 


Main Office New York Office 
Attleboro Falls, Mass. 175 Fifth Ave. 


Factories: Attleboro Falls and Taunton, Mass. 


MANUFACTURERS OF A COMPLETE LINE 
OF SET-UP BOXES 
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Yowll win their attention with 
easy-to-answer 


REPLY-O LETTERS 


Busy men are never too busy to answer 
REPLY-O LETTERS ... and you're do- 
ing them and your sales curve a good 
turn when you do use Reply-O Letters. 
The reply is in the letter . . . easy to 
return—-no signature is necessary. 





Send now for samples and ex- 
amples of successes made more 
successful by Reply-O Letters. 


REPLY-O PRODUCTS CO. 


150 WEST 22nd St., NEW YORK 11 
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DEPARTMENT 


> “li V¥ TO PREPARE ART and Copy 
for ( vet Lithography” is an unusualls 
good ok . written by William Stev- 
ens | John MeKinven, and just pub- 
lishe = >y Dorval Publishing Company. 
May: od, New Jersey. Covers copy 
prep: ‘ion from the idea stage to the 
eame. only. Hundreds of illustrations 
eo phically explain major problems 
in pr aring copy. Glossary and cross- 
index -ection help you find answers 
lo ye specific problems. Typography 
and out of book make reading a 
pleas. -. Its 107 pages, 8%”’x1l". A 
very cll done job. Price: $5.25. 


JJ 


> THIRTEEN SPLENDID samples of 
the typographic art . . . are enclosed in 
the “l’ortfolio of the Work of the Great 
Modern Printers.” Lithographed repro- 
ductions of documents showing off type 
faces of such well-known artists as Jenson, 
Gutenberg. Caxton, Manutius, Garamond. 
Ben Franklin and Rogers. On 81%” x 11” 
sheets . . . with 3” of explanation by let- 
terpress on back. This kit is designed to 
show versatility and quality of paper of 
the E. B. Eddy Company, Hull, Canada. 
And a wonderful educational job is done 
too. Anybody interested in seeing the 
development of type faces .. . since 100 
\.D. should try and get a set 
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P SPEAKING OF Government  econ- 
omy(?) ...can anybody tell this reporter 
why in the world the Federal Trade Com- 
mission has to use an extra heavy, craft. 
To"x 11%” envelope to mail out its 
weekly releases? Week after week .. . 
publishers, agencies and undetermined 
others receive these big envelopes . . 
containing material which cou!ld easily 
be mailed in standard No. 9 light weight 
stock. And, of course, the envelopes are 
“penalty” (free) mailed . . . adding to 
the load the Post Office has to carry .. . 
adding also to the deficit which business 
mail users will be asked to counteract 
with increased rates. 


JJ 


> U\ SUAL RESULTS were tabulated 
on th list-cleaning mailing that George 
Rum, of Young America sent out a 
few mths ago. Tue Reporter pic- 
lured =e clever return posteard in the 
Decer er issue (page 34). In simulated 
pena: ink ... the ecard asked recipient 








to check and see if stenciled address is 
correct. Of 1600 agencies. publications, 
ete. reached 1198 returned card. 
That’s a whopping 75% return. Excep- 
tionally high, even for this kind of 
mailing. 


> ANYBODY THINKING of iying-in 
their advertising with “days. weeks and 
months-to-be-observed in 1949”. ‘ 
should get hold of the Commerce De- 
partments new calendar. Tells, for 
example, when National Sweater Week 
(September 26-October 1), Honey for 
Breakfast Week (April 17-23) and Na- 
tional Save Your Vision Week (March l- 
12) take place. Maybe you'd even like 
to know that National Baby Week and 
National Noise Abatement Week coincide 
this year. Or that... National Leave Us 
Alone Week begins on April 1. 


JJ 


> THE PHILADELPHIA Direct Mail 


Club elected new officers at January meet- 


ing. They are: President Willard G. 
Myers of W. G. Myers Advertising 
Agency; Vice-President M. H. Powell 


of Farm Journal and Pathfinder; Treas- 
urer Harry J. Beard, J. B. Lippincott 
Company; Secretary Mabel Baudoux, 
Mail-V ertising, Ine. 


eee 
>A COMPLETE STOREHOUSE of 
words ... is the description Henry Holt 
and Company, Inc. (publishers), 243 


West 67th Street, New York 23, N. Y. 
gives to “Laird’s Promptory”. A 95-page 
reference work that should be valuable 
to those who write copy, businessmen, 
radio announcers, etc. It takes the com- 
mon word, the one you're trying to 


improve on, and lists substitutes. Both 
synonyms and antonyms. Slang and 


colloquialisms are included. Costs $4.95. 


JJ 


> TRAVELLING SALESMEN of Direct 
Mail advertising are now making the 
rounds of the various advertising and 
graphic arts clubs and conventions 
throughout the country. Seventy-eight 
winning DMAA “Best of Industry” port- 
folios, consisting of various and sundry 
(Continued on Page 6) 





a good blanket 


















Sure, direct mail is important, but there is 
more to a complete advertising program. 
Jules Lippit is a recognized advertising 
agency, experts on direct mail, but doing a 
complete job for its clients: 


SPACE ADVERTISING «¢ 
DIRECT MAIL e 


PUBLICITY 
HOUSE ORGANS 


Advertising Managers in the New York area 
are invited to take advantage of the facili- 
ties offered by our compact, competent 
organization. Write for literature or ask for 
one of ‘our principals to call. No obligation, 
of course. 
Pree — to advertising 
executives...the “Direct 
Advertising Reader's Guide’ 
and ‘Your Direct Mail 


Problem’’. Please write on 
your business letterhead. 


The 


JULES LIPPIT ADVERTISING, inc. 


130 WEST 42nd STREET, NEW YORK 18 
Wisconsin 7-486] 





Mimeographing —Multigraphing 


A proven mailing organiza- 
tion primed for the exacting 
demands of direct 
advertisers. 


mail 


* 


Experts on questionnaires, 
office forms, surveys and 
presentations. 


* 


Geared for quick delivery 
on news releases, publicity 
stories, speeches, etc. 


* 


Serving advertisers, agen- 
cies, publicity and direct 
mail people for over 15 


years. 
* 


MARY ELLEN CLANCY 


250 Park Avenue, New York 17 
(at 46th Street) 


Plaza 9-1520 











Addressing Mailing 





New — 


PLASTIPHOTER 
Makes 

Photo- Offset 

~\ Plates 










































In Your Own Office 


New — Remington Rand’s sensa- 


tional PLAsTIPHOTER makes high 
quality photo-olfset duplicating 
plates in your own office, and costs 
only a fourth as much as ordinary 


plate-making equipment. 


There’s no need now to wait for 
7 

plates. Why “send out” when you 

can make vour own in a matter ol 


minutes? 


Phe PLASTIPHOTER uses only 3 
square feet of space; it eliminates 
the need for costly are lights, 
vacuum frames and whirlers; and 
it cuts plate costs by le 

No special training is required — 
anyone in your oilice can operate 
the PLASTIPHOTER. 


Get full details on how this new 
development can help you do a 
better job with less cost. Just send 
us the coupon. There's no obliga- 


tion, of course, so send it now! 


TIME-SAVING * CONVENIENT * ECONOMICAL --- 


° 2 Main St. - #D-2 
Remaglon Kand Bridgeport 1, Conn. 


Firm 





Address 
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folders. booklets, letters, brochures, post- 
eards and gadgets are available. An ex- 
hibition for your club can be arranged 
. if you contact Frank Frazier, Execu- 
tive Director of the DMAA, 17 East 
42nd Street, New York 17, N. Y. Sched- 
ules are now being planned . . . so get 
your requests in soon. From February 
16-28, the Chicago Ad Club will have one 
of the travelling exhibits on display. 
On February 23 the Ad Club of 
Worcester, Mass. will have a showing. 
Only expense entailed is that of 
shipping the 500 pounds of material. 


Pp 


> ROGER CLAPP, advertising manager 
of Linton Brothers and Company, Fitch- 
burg, Massachusetts recently mailed a 
6°x 9%", die-cut folder in form of a brief 
case ... to prospects of Linton’s heavy 
Bristol papers. In inside pocket . . . seven 
usable “ideas” of heavy stock, vari-colored 
die-cut pieces. Clever folds, copy and 
pop-ups. Copy emphasizes importance 
of Color, Shape and Stiffness to bring 
attention to your Direct Mail piece. A 
menu, tent, bowling scorecard, and suit- 
case are among the seven samples en- 
closed in the packet. Electros and dies 
are available for these pieces at cost. 
Black and white proofs and negatives of 
all pieces are also available. Rog has 
enough extra copies of the folder to send 
to interested REPORTER readers. 


ide 


> AT THE ANNUAL meeting of the 
National Re:ail Dry Goods Association 
last month it was acknowledged 
that Direct Mail is not given an impor- 
tant enough role in the retail store’s 
advertising story. James Rotto, sales 
promotion manager of the Hecht Com- 
pany in Washington, revealed that the 
average expenditure for Direct Mail 
was a microbic .2% of store sales. He 
explained that most retail Direct Mail 
has as primary object to bring 
customers into the store .. . not to 
procure mail order sales. Four impor- 
tant features of an efficient retail set-up 
are 1) the monthly statement enclosure, 
2) Direct Mail for inactive account pro- 
motion, 3) pushing instalment business 
by offering additional credit facilities, 
and 4) offering specially-priced merchan- 
dise to charge account customers a day 
or two before advertising to the general 


public. 
JJ 


> THE AMERICAN BUSINESS Writ- 
ing Association met in St. Louis, Decem- 
ber 27-28 for their annual convention .. . 
and elected Professor Chester Anderson 
of the University of Illinois at Urbana, 
Ill. as permanent honorary president. 
The Association consists largely of in- 
structors of business letter writing in the 
colleges and universities of this country. 


' 


Always enjoy reading their monthly 
mimeographed bulletins . . . edited by 
Professor Anderson. Interesting com- 


ments on letters. Story this month tells 














how students in some areas enter heir 
own promotion letters in contests —pon- 
sored by local merchants . . . with 1 ney 
prizes awarded to the winners. Mig .t be 
a good idea for some ReEporTER r: ders 
to try .. . at their local school anid 
colleges. Gives the students a di lars. 
and-cents incentive to write spa «ling 
sales letters. And who knows ...: aybe 


youll be able to cash in on sor e of 


their ideas. 


&> UNI-BAR FASTYPE Company | 138 


North 12th Street, Philadelphia 7 Pa, 
believes in realism in their adver sing. 
Recently mailed an 8'°x 11", two ‘olor 
folder with one of their 7° long _wulti- 
graph bars stuck in die-cut slot.  ‘llus. 
tration behind shows multigraph — rum. 
Copy of folder tells what the new slug 
will do. 
Idd 

> HERE’S A PICTURE of Walt-r F. 
Grueninger, the hard-working pre: ident 





of the New York Hundred Million Club. 
For past decade he was Business Man- 
ager of “Survey Graphic” and “Survey 
Midmonthly”. He recently became Cir. 
culation Director of Editorial Publica 
tions, Inc., publishers of the magazine 
“Antiques” and of the “New Republic’. 
and a consultant in the field of recorded 
music for Consumers Research, Inc. 


JJ 


> ONE OF THE MOST COMPLETE 
and best explained lettershop adver ising 
pieces has been published for customer: 
and prospects of Crawford Letter Com 
pany, 553 Carroll Street, Akron 4, Ohio. 
It’s an 8%’x11", plastic-bound ‘older 
. . . that’s divided into four se: tion 
(24 ways Direct Mail can be pit t 
work, what Direct Mail is, how ! ‘iree! 


Mail is produced, and results of #4 
DMAA questionnaire). Samples ¢\ the 
various methods of reproduction. Plu 
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of the mimeographs, multi- 
multiliths, etc. Bob Crawford 
booklet is being supplemented 
eries of twenty-four Direct Mail 
.. which are sent out every two 
, the list. Each piece shows one 
ways to use Direct Mail. An 
ead, easy-to-understand presen- 
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IC RELATIONS Newsletter of 
Post Office is mailed every 
so to their public relations 

Usually four or five pages done 
Chatty style. The p. r. officers, 

ther duties, act as Direct Mail 

rs. One note in December 15th 
er tells how one of them actually 

: in an adman’s office and helped 

out 3000 circulars that had to be 

hat day. Personnel shortage was 
illness. He felt that the good 
established would pay off. 
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RDS AND CASH prizes amount- 
1245 ... have been received by 
bers of the Illinois Central Rail- 
nily. This interesting letter-writ- 
test was held by the Central 


ie. The letters explain “Why I 


Work for the Illinois Central 
i, A good idea which gives em- 
an opportunity to crystallize in 
inds . . . advantages of working 


for a coneern. 


eA Th 


Cannon 


JJ2 


‘XAS HOUSEWIFE, Mrs. Horace 


of San Antonio, trotted off winner 


of the $2500 first prize ... in a national 
letter-writing contest sponsored by Star- 
dust, Inc. on behalf of its life-insured 


Stardust 


bra. The contest which required 


completion, in 50 words or less, of the 
sentence, “After once wearing a Stardust 


bra, I'll 
offered 


There 


” 


never wear another because... 
172 cash prizes totalling $5,000. 


were more than 60,000 entries. 


Winners were selected by The Reuben H. 


Donne}! 


ey Corp. Two other ladies won 


2nd and 3rd prizes . . . but the fourth 
award stumped this reporter. Accord- 


ing to t 
by a M 
RFD 6. 


he press release ... it was won 
r. Eugene H. Shill, Maple Lane, 
Mansfield, Ohio. Will Mr. Shill 


or Stardust please send George Kinter 


a cop) 
should 


> ik 

ducing 
sure 

(Stam 
and \ 
in rec 
Maile: 
“ee a 
a8 CO) 
excell, 


lished 


FEBR! 


of his prize-winning letter. It 
make interesting reading. 
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\NYONE IS thinking about pro- 


an employee handbook .. . be 
u check over  Pitney-Bowes’ 
d, Connecticut) booklet. “You 
ir Job at Pitney-Bowes”. Printed 
ind black, 60 pages, 54%2"x8%”. 
'o all employees at their homes 
' given to new ones. Just about 
lete as can he. Then, another 
employee manual .. . pub- 
Rapid Grip and Batten, Ltd., 
‘Continued on Page 34) 
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In offices where decisions that shape America’s way of living are made, 

you find Hammermill’s Cockletone Bond today. More and more industrial 
planners find that this handsome paper has the “heavy” quality feel, 

the crisp crackle to lend the right impressiveness to their business messages. 


Examine this fine new accomplishment of modern papermaking for 
yourself. Then consider appointing it your business representative. Its 
moderate cost will surprise you. 


‘HE FINEST LETTERHEAD PAPER 
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) Mp han bead paper youll, find 
CH oYfices ubere decisions count 








EVER PRODUCED BY HAMMERMILL CRAFTSMEN 





SEND THIS COUPON NOW... for Cockletone Bond port. 
folio containing specimens of good modern letterhead 
design which you'll find useful in appraising, improv- 
ing or redesigning your own letterhead. Also sample 
book of Cockletone Bond. 

Hammermill Paper Company 

1621 East Lake Road, Erie, Pennsylvania 


Please send me—free—the Cockletone Bond portfolio and sample book. 











(Please attach to, or write on, your business letterhead) TR-FE 





Rambling 
Notes 





of a 





Roving 





Reporter 


by 
Henry Hoke 


Nation’s Heritage 
breathtaking ...a 
super-colossal work 





January witnessed several events 
which may have far-reaching signifi- 
cance for all of us connected with 
advertising. 


First: At an elaborate private press 
party in the Waldorf Astoria, New 
York . . . a new and unusual maga- 
zine was born. Top officials of prac- 
tically every national publication in 
the country were present to hear that 
daring young man, Malcolm Forbes 
(son of B.C.) introduce his new cre- 
ation “Nation’s Heritage.” A super- 
colossal work representing the best 
talents and workmanship in_ the 
graphic arts. Volume 1, Number 1 
weighed 6 pounds. Size 12°x 15’, 
220 pages. Hard-bound cloth cover. 
Entirely new editorial formula. Run- 
ning photographic or art stories with 
very few words. No advertising. Six 
issues per year. Price $30 per issue 
or $150 subscription for year. Will 
be mailed parcel post . . . so the pub- 
lisher will not participate in the sec- 
ond class subsidy which causes the 
biggest part of the Post Office deficit. 


Reactions to the new magazine were 
varied. Some thought it shouldn't be 
called a magazine . . . but a book. 
Others thought it couldn’t rightly be 
called a book . . . because of its size 
and incomplete text. 


But whatever it is called 
Nation’s Heritage will affect the 
thinking of many thousands of people. 
That is, if Malcolm Forbes can make 
it stick. It will be on hand in public 
libraries throughout the country; 
many large companies are making it 
available to their officials and em- 
ployees. So it will be seen by many 
who cannot personally afford the 
subscription price. 


To this reporter, the new magazine 
significant for two reasons: 


Nn 


a. The technique of reproduction 
is so superior . . . that all of us 
(whether in publishing or users of 
Direct Mail promotion) will auto- 
matically be stimulated (or forced | 
to improve our own techniques. If 
people get accustomed to having 
their stories told in dramatically 
perfect pictures with very concise 
and clear wordage . . . they will be 
even more conscious of shoddy 
work and boring descriptions. Na- 





tion’s Heritage may force r: pid 
changes in the graphic arts ust 
as the skillful promotion of the 
offset (lithograph) people as 
forced desirable changes all a ing 
the printing line. (Best laug! of 
the month in THE REPORTER < fice 
_ when a leading engr ver 
called to complain about the Ha ris. 
Seybold January insert being ab- 
eled “lithographed in four col rs” 
when it was “really produced by 
letterpress.” But he was wron;. It 
was really lithographed. Ima ine 
lithography being mistaken for 
letterpress . . . say ten years a: 0.) 
So let’s all hope that Nation’s F -ri- 
tage will be the forerunner of m iny 
great improvements in the gra) hic 
arts. 


b. The editorial formula for Na- 
tions Heritage is significant for 
its liberalism . or perhaps it 
should be labeled “truly democratic 
conception.” The story of the 
people should be read by all adver- 
tising people. The pictures taken 
mostly from Alexander Alland’s 
book, “American Counterpoint”. 
drive home a_ point which this 
reporter has emphasized for many 
years. You can’t write good adver- 
tising (especially Direct Mail) 
unless you know people. under- 
stand people, like people. And that 
includes the elimination of intol- 
erance toward any segment of the 
people. Malcolm Forbes deserves 
the commendation of all of us for 
starting off with this concept of 
democracy. He may have some 
uphill battles . . . but let’s hope 
he wins. If he wins . . . the story 
of “the people” will have a_pro- 
found influence on the nation. and 
on advertising. 


The Inauguration 
... and a step for- 
ward for television 





Second: The second significant 
event of January, in this reporter's 
opinion, was the Inauguration in 
Washington. Not meaning the usual 
commentaries about a “people’s in- 
auguration . or the new drive 
toward increased social legislatio:. | 
watched the Inauguration from m. ny 
angles . . . out in the open, beb nd 
the scenes and at the end of a tube. 
The Inauguration spelled the defi ite 
coming-of-age’ for television. he 
Inauguration itself was super-colos al. 
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in history. The work of the 
ind Navy in organizing the 
ics of the affair was compar- 
the most efficiently-handled. 

military maneuver; but the 
| show put on by the pro- 
of television was a selling 
nent without comparison in 
in history. Skeptics were no 
skeptics on January 20. | 
with many people who con- 
to being “sold now.” I met 
ple who left the pre-inaugural 
fair because of the crowd and 
y of seeing . . . to sit before 
comfortable and more seeable 
n set. Television is definitely 
stay. The Inauguration made 
ie minds of millions of people. 
idvance more rapidly than any 
medium of communication. 
r can hold it back . . . nothing, 
except the stupidity of those 
‘'y misuse it. But, even if hurt 
suse. television will bring 

in American life. It will 
changes in American adver- 


accus- 


lo seeing pictures—to seeing 


as they actually are or as they 
\ happen. They will become 


fe 


a 


- 
a 
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even more skeptical of bunk and 
misrepresentation. Television may 
even change many living and buying 
habits. 


I’ve heard people say that television 
is a threat to the movies. or to news- 
paper advertising . . . even to Direct 
Mail. I think the smart advertisers 
will keep in step with television .. . 
not worry about its threats. 


For you Direct Mail people 
television should help (or force) you 
to describe your product or service 
in clear pictures, to use good show- 
manship. Even your letters should be 
clearer . . . more to the point... 
less inclined to wordiness. It’s a fast 
age . . . gnd you will have to live 
with it, 





Let’s not confuse 
if the public about 
tthe postal deficit 






— 
8/1 


oy 


Among my rambling notes for this 
month are the few words . . . “postal 
situation.” [ll leave the fireworks for 
Ed Mayer’s Playing Post Office (page 
24) ... but I'd like to get in my 
two-cents worth. I don't like the 


tendency on the part of the great 
publishing fraternity to play up the 
postal deficit by describing inci- 
dentals and forgetting the biggest 
factor in the deficit . . . the outrageous 
subsidy on second class. One of the 
most irritating cases appeared in the 
January 18th issue of Look magazine. 


Ina comprehensive (and otherwise 
good) article outlining the work of 
the Hoover Commission. here was 
an item bound to confuse the unthink- 
ing reader: 


Post Office Has a Deficit 
The Post Office Department, which next 
to the Military Establishment employs 
more people than any other Federal agency 
498,415-—is operating at a deficit of 
$500,000,000 a year. That’s almost a third 
of the Federal operating deficit. “The de- 
partment,” according to a Commission 
study, “is losing money on every service 
it renders the public except first-class mail, 

foreign mail and postal savings.” 


Every time you buy and mail a l-cent 
postal card, it costs the Government 214 
cents. The average fee for money orders 
is 11.18 cents, but it costs 22.76 cents to 
process a money order. 


It takes 20 per cent more money to oper- 
ate the Post Office Department’s fleet of 
motor vehicles than it does to operate 
large-scale private transport fleets. A con- 

(Continued on Page 10) 


Conrad Liger 
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tributing factor is that Post Office vehicles 
average 15 years in age. 

Machinery is available which can sort 
3,000 items of mail per man-hour, as 
compared to 1,200 to 1,600 items per man- 
hour by hand. But the Post Office Depart- 
ment has none of this machinery. 

Hell’s bells! Why compare the 
Post Office to the military or any 
other branch of the government? The 
Post Office is the only department 
selling a service to the people. All 
the people. It should have fair rates. 
BUT .. . the government couldn't 
operate without the Post Office. The 
far-flung offices of the government 
must have its mail delivered (and its 
errands run and chores done) by the 
Post Office. Why harp on the 500 
million deficit before fixing the appro- 
priation needed by the Post Office 
to do the government’s work? The 
rest then can be a deficit. Remove 
that deficit by proper rates. 


Why call attention to the so-called 
loss on post cards (the poor man’s 
postage) when any loss chargeable 
there is a drop in the bucket compared 
to the more than $200,000,000 (two 
hundred million) caused by the sub- 
sidy rate given to the second class 
publishers? In this advanced age. 
some publishers are still getting free- 
in-county privileges designed for the 
days when the country was young. 
And who says positively that the 
P.O. is not operating as efficiently 
as possible under all its obstacles? 
The whole postal rate situation is a 
mess. If postal card and third class 
rates are advanced again by the new 
Congress without making definite 
deficit-reducing changes in second 
class . . . all business mail users 
should yell to the high heavens. And 
lll help with the yelling. I’m just a 
small publisher . . . but I think all 
publishers should pay their way 
through the Post Office. 


Never underes- 
timate the power 
of the simple letter 





Jumping from spectacular subjects 
like the world’s most expensive maga- 
zine, the Inauguration, television and 
the Post Office . . . I'd like to tell you 
a very simple story. Proving an old 
point... that you never can foretell 
the power of an individual letter. | 
was attending a New Years Day 
cocktail party at the home of Colonel 
Harold White, a retired army man. 
now jn the real estate business at St. 
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Petersburg Beach, Florida. In _ the 
middle of the festivities, Harold, 
knowing of my interest in letters, said, 
“IT want to show you one of the best 
letters I’ve ever received.” He pulled 
out of his pocket a letter from Donald 
Haggerty. assistant advertising man- 
ager of Revere Copper & Brass, 230 
Park Avenue, New York. “Look at 
that opening,” pointed Harold. 


A “dearless” salutation. Thank 
you, Mr. White for, etc. Harold had 
written an inquiry letter asking for 
information about a model home 
being shown around the country. Don 
Haggerty had written a friendly, com- 
plete answer. It gave all the details. 
The letter was attractively arranged 
on a good-looking letterhead. It made 
a good impression. Everyone at the 
cocktail party, including many execu- 
tives, read that letter. They com- 
mented favorably on it. Harold told 
us he had taken it to the Lions Club 
and passed it around the tables. So 
instead of satisfying just one indi- 
vidual, Donald Haggerty gained for 
his company inestimable good will 
among a possible hundred or so 
business people. 


Are- your letters that kind of let- 
ters? I have criticized over the years 
many of the national advertisers who 
spend large sums for mass coverage 
and who fail miserably on the im- 
portant job of answering individual 
inquiries. Some even fail to answer! 
So it’s a real pleasure to be able to 
pat one national advertiser on the 
back for perfect performance. One 
perfect answer to an inquiry may 
prove more powerful in the long run 
than a full color spread. 


That’s what we all need in this 
Direct Mail field . . . to keep in step 
with improved techniques, with a 
television-minded public. Just the 
simple technique of improving our 
letters. 


And there is so much improvement 
needed. During January .. . I re- 
ceived some very startling horrible 
examples. 


A Direct Mail counselor (of all 
people) started a solicitation letter 
this way: 


During the past year something has 
heen happening in the Direct Mail field 
that is mighty important to you. You are 
no doubt aware of it, but it will bear 
repeating because the way you meet it 
will vitally affect your future progress. 


Responses to direct mail appeals and 
sales letters have fallen off to such an 


extent that some report them to be the 
lowest they have ever known. It isn’ our 
purpose to dwell on the obvious, b:t to 
show you a way to correct this situati n. 


From that discouraging begin: ing, 
the “expert” tried to prove how ‘his 
system” can correct the whole _ itu. 
ation. Imagine! And who gave iim 
the idea that returns from good d rect 
mail were any different relatively an 
reactions to all selling mediums. 


Perhaps the worst examples o' the 
month came from a monument m _ nu- 
facturing company in Joliet, Illi: ois. 
Al Hoffman of Reba Martin,  ne.. 
who sent the sample to me nomin ited 
it the “most Ghoulish Letter of 19 8.” 


The long, rambling, poorly--on- 
structed letter tastelessly used the 
Christmas Season to make a special 
offer on tombstones . . . and used the 
worn, mail-order gag of a choice of 
Christmas presents free for ordering 
NOW a “last gift for departed loved 
ones.” Such appeals and such poorly 
presented pieces do the Direct Mail 
business no good. 


And a frantic desire to get orders 
fast was shown this month by two 
publications (they should know 
better.) Both used the “shame” tech- 
nique for making a sale. It’s your 
fault we couldn’t mail you the cur- 
rent issue! Or—this is the worst time 
in the world for you to let your sub- 
scription expire. You know what will 
happen to you. etc.! What's wrong 
with the writers who plan such let- 
ters? Their prospects are not com- 


pletely stupid. 


And why can’t the writers of press 
releases use good sense? 


A sloppily-produced January press 
release from a New Jersey manv- 
facturer ungrammatically announced 
the appointment of a new advertising 
agency. To make a bad release even 
worse .. . this footnote appeared: 


Note: It is very important that we 
receive tear sheets of this publicity in 
order that your publication will be given 
credit for its cooperation. 


Of all the nerve! 


Perhaps the worst letter of the 
month came from a Philadelphia }ub- 
lisher of an Oil and Chemical In- 
dustry Directory. A thirty-nine-| ine. 
filled-in letter was jammed ont» 4 
single-sheet letterhead. 


The letter started: 


| sincerely hope that you will read this 
letter thru and give careful consider: ‘ion 
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to everything in it, because if you will 
| am quite sure that it will mean a great 
many new orders and accounts for your 
compony in the months to come and this 
| kno y you are interested in. 


H.ve’s what the reader was asked 
to rd carefully. 


P.-agraph two consisted of one 
sine! sentence of 118 words. Para- 
oral three . . . one sentence of 109 
wore-. Paragraph four ... one sen- 
ten’ of 88 words. Last paragraph 
_.. wo sentences for a change. The 
first made a record of 121 words. 
The ast of 14 outmoded words read: 


Th aking you in advance for your prompt 
atten con, | am, yours very truly. 


Hw could anyone expect prompt 
action from a letter which cannot 
be :cad or recited without losing 
ones breath? Try reading a sentence 
of 121 words. I won't waste space 
reprinting the letter, but it’s amazing. 


Direct Mail is in for a licking if 
such work becomes any more preva- 
lent. Direct Mail . . . your Direct 
Mail . . . cannot hope to prosper in 
the race with the Nation’s Heritage 
type of technique; with the advance- 
ment of Television . . . if you and | 
allow our letters to look and sound 
like horse-and-buggy days. 


During the rest of this year... 
this reporter will crack down hard 
on all horrible examples . . . on all 
the things which are hurting Direct 
Mail. We'll ask all of you to cooper- 
ate in helping to keep Direct Mail in 
step with the modern age. 


Let’s all work to make all letters 
better. Copy like Don Haggerty’s. 
which will stimulate others to want 
to show them around. Physical con- 
struction, or typographical perfection 
which will make every letter well- 
dressed . . . a thing to be admired. 


The subject is so important 
well devote a special section next 
month to showing you some of the 
schemes for making your letters look 
better. 


li: the meantime . . . watch your 
step. Try for improvements. If any 
of you have any good ideas . . . shoot 
them along. 


H.H. 


FEB°SUARY, 1949 
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6 things that 
nobody does better— 


Mailing with adhesive stamps, by hand, is 
Tear off stamp tedious and time taking. Mailing with a postage 
meter is fast and efficient. 












































The meter never runs out of wanted stamp 
denominations. A flick of a lever provides any 
unit of postage needed. 





The meter prints directly on the envelope a 
Moisten stamp dated postmark, and the exact postage needed— 
seals the flap at the same time. 

For parcel post, the meter prints on 
gummed tape, delivered moist or dry, any 
amount of postage needed im a single stamp. 





And a meter holds as much postage as you 
Place stamp want . . . protects postage from damage, loss, 
misuse . . . keeps exact record of expenditure. 
Metered mail speeds through the postoffice, 
too—no wait for postmarking and cancelling. 


Whether your outgoing mail is much or 





little, there’s a postage meter for your needs— 


Stick stamp a convenience in the small office, and a real 
postage and work saver in the big!... Call 
or write for illustrated booklet and free postal 


rate chart, complete with all new rates. 





Moisten flap 





Seal flap 









pitNeY-Bowes Postage Meter 


PITNEY-BOWES, Inc., 2050 Pacific St.. Stamford, Conn. e Originators of Metered 


Mail. Largest makers of mailing machines. Branches in 93 cities in U.S. and Canada. 














































You can probably make some 
money out of this article—and Ill 
try to tell you why. 


Is that a good opening sentence 
, or isn't it? I dare say it will 
register with some, and flunk out 
with others. Certainly it fails to jibe 
up with the rules for lead-off sen- 


tences laid down by some of the 
experts. 
Most all the lettersmiths have 


something to say about the sentence 
that comes first in a sales missive. 
because they feel it is paramount. 
Some say, for instance, that the jump- 
off sentence is as important as the 
salesman’s first few words. But it 
seems to me it is more so. A prospect 
usually feels bound by courtesy or 
shyness to listen to a personal caller 
beyond the initial few seconds. The 
reader of a book, and probably an 
article, is willing to give you a 
chance. But with a processed “Direct 
Mail” letter, it’s different. 


Your letter is one of several on the 
recipient's desk, and he is busy. He 
is thinking about other things, and 
one of them is how to get rid of the 
mail and get on to more important 
problems. So there’s a kind of reflex 
itch in his wastebasket arm. There’s 
a neural “set” which tends to start 
conveying your letter toward the 
round file on the floor while he is 
still zipping open the envelope. How 
sad! But isn’t it essentially true? 


Jim Mosely says the first three- 
fifths of a second determine whether 
a piece of copy will click. I don’t 
know whether I will go that far. The 
eye reads by means of a series of 
quick “takes” of several words each, 
as it jumps along the line. I would 
say it is probably safe to assume that 
even a busy reader will make a min- 
imum of three snapshots covering 
maybe ten or a dozen words. Then 
the arm may get in its deadly work, 
or the eye may hop down the page 
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how to start... 
to write a | 


etter 





hunting for points that flag the in- 
terest. 


So the experts are full of rules 
about how you should pen the be- 
ginning words in your letters. They 
say you must get attention or ignite 
instant interest. You must touch a 
live nerve. You must get under the 
skin of the reader. But what good 
do those rules do? They’re still up 
in the abstractosphere. I want to 
know HOW—how to touch a live 


nerve, how to get interest. 


Most of my own experience has to 
do with mail order and tested letters, 
and I’ve been sort of “touched” on 
this problem of the opening sentence 
for a long time. So, risking a seri- 
ous chance of being called a mounte- 
bank, | would like to put down some 
stuff about the subject including a 
liberal sprinkling of examples, and 
end up—Lord save us—with a set of 
formulas. All I can say is: I promise 
to base everything, unless I have an 
accidental lapse, on actual test re- 
sults as I have gathered them and 
scrutinized them. 


You may wonder, incidentally, 
whether I am talking about the salu- 
tation, the caption or headline if any, 
or only the first sentence of the text 
matter. I am talking about whatever 
seems to catch the eye of the reader 
first. Apparently the salutation— 
whether it is dear Mr. Name indi- 
vidually typed or a standardized salu- 
tation, whether the standardized salu- 
tation is Dear Friend, Dear Reader, 
or Memo to parents—is unimportant. 


But a caption can be crucial. A 
good one will outpull a poor one and 
will outpull a salutation of any kind. 
That much is established by tests; the 
rest of this paragraph is my opinion. 
I consider the caption an added op- 
portunity to nab the interest. I spend 
a lot of time on the sentence that 
kicks off the body of the letter; then 


I write the best caption I know how 


by 


howard dana show 


—but use a different slant or point to 

catch readers not caught by the ‘irst 
sentence. Some authorities declare 
that is all wet—that the caption (like 
the head in an ad) should lead di- 
rectly into the text. 


So, my song is about a caption 
and/or the introductory sentence of 
the letter body. 


Among letterologists who write to 
tickle the boss, or compose letters out 
of books, and among a great mass of 
Direct Mail folks who blot up whis. 
kery copy-book precepts from one 
another, there are several serious 
errors committed in getting a letter 
under way. It doesn’t pay to wax 
too dogmatic on this subject, but 
these kinds of lead sentences and 
ideas will usually come out poorly 
when measured up by tests. To wit: 


Mistakes of the 
Opening Sentence 


1, Clever and cute openings that 
are tricky and curiosity-arousing, but 
irrelevant. Our clients and superiors 
want letters “with a punch”, and if 
youre paid only to please ’em, all 
right. But punchy letters, alas, have 
a way of falling as flat as a pancake. 
You get attention, yes, but then what? 
Will the reader follow you across the 
shaky bridge into your message? 
“Most people are not clever,” warns 
Harold Preston in his book, Success- 
ful Mail Selling. “To them business 
is a serious matter. | advise you to 
forget about being clever. It will 
save you money.” 

2. General openings that apply 
to anybody and everybody. Many 
letters are not letters; they are ads 
in letter form. They sound like a 
speech coming over a P.A. system in- 
stead of a personal conversation. To 
derive the effective value of a letter, 
the initial sentence should sound ike 
a personally directed message ti a 

(Continued on Page 14) 
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FIRST CHOICE FOR CATALOGS THERE'S A 


Champion 
a PAPER FOR EVERY 
& PRINTING NEED 





KROMEKOTE 
For excellent reproduc- 
tion with catalog covers, 
post cards and inserts, or 
for packaging and Iabel- 
ing quality products, this 
cast coated stock is ideal. 


WEDGWOOD OFFSET 
Superior in color, finish, and 
printability, this paper is 
unexcelled for fine lithog- 
raphy. It is available in 
a wide variety of weights, 
sizes and special finishes. 
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ARIEL COVER 


PREFERRED BY ADVERTISERS—EVERYWHERE Particularly effective for 


catalog covers, cards and 


displays. Available in 
An enamel paper that’s strong, that folds beautifully, that gives any white and eight colors, 


catalog an appearance of quality. That’s Satin Refold Enamel—a famous pil bs 
Champion paper that you can depend on. 

Satin Refold Enamel will give you crisp, clean printing and flawless 
reproduction. It’s unrivaled in its receptivity to ink, unexcelled in its 
field for results with catalogs, publications and advertising printing. The 
Champion representative will be glad to show you examples of Satin 
Refold Enamel—and of the actual results it has produced. The Champion 
Paper and Fibre Company, Hamilton, Ohio. 
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SPECIALTY PAPERS 

Champion's specialties in- 
clude bonds, business 
Mills at Hamilton, Ohio; Canton, North Carolina; and Houston, Texas. aati a 
District sales offices: New York ° Chicago . Philadelphia ome 


a sxe s : all excellent reasons for 
Detroit « St. Louis -« Cincinnati « Atlanta - San Francisco you to specify Champion. 
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SAVE TIME 
AND MONEY! 
TIE BUNDLES 

AND PACKAGES 
THE EASY WAY 


with the FAMOUS 


SAXMAYER 
NO. 6 TYING 
MACHINE! 





° 
Latest addition to the SAXMAYER 
line is this highly efficient general 
purpose machine especially suited 
for tying such things as mail in 
direct mail departments. Using 
either twine or tape, it ties all 


shapes and sizes of packages up to 
6 inches high. Attractively finished 
in enamel with white porcelain top. 
Legs furnished at slight additional 


cost. 


Whatever your’ tying problem 
there’s a SAXMAYER to meet your 
requirements. Write for illustrated 
folder describing 20 standard SAX- 
MAYER Models serving over 100 
different industries. 


NATIONAL 


BUNDLE TYER COMPANY 


BLISSFIELD, 
MICHIGAN 











reader or group of readers. It’s 
mostly a matter of tone, and you get 
it by means of those informal little 
twists which come from observation 
and practice. Natural, folksy lan- 
guage and the use of first and second 
personal pronouns are important. 
Examples in a minute. 


3. Probably the worst and most 
universal mistake in beginning a let- 
ter is what you might call mental 
stuff. It may be some high-sounding 
philosophical pronouncement, or an 
allusion to Mother Goose or Poor 
Richard, or the recital of a dramatic 
story; but the point is it comes out 
of the writer’s head instead of the 
reader's. It is likely to mean nothing 
to the reader since he is interested in 
his own ideas and problems and not 
some cobwebby adage that the writer 
has dusted off in his own intellectual 
attic. Measure up the next 100 letters 
you get and see how many King 
Canutes and Alices in Wonderland 
and Biblical Proverbs you garner. 
See how many bright ideas and bor- 
ing observations come to your desk. 


These are three major errors in a 
letter’s get-aw ay sentence, not to men- 
tion just plain dull ones, confused 
ones that are not clear, and a number 
of other kinds, most of which boil 
down to talking about yourself in- 
stead of about your reader. SPECIAL 
NOTE of caution: Most all of these 
forbidden ways of leading off a letter 
will work every once in a while. In 
dealing with openers, it pays to keep 
the open mind. 


Successful Openers 


The safe way to look at this subject 
is to demand to see the ones that 
worked. Philosophies are all right if 
used with care, but let’s have some 
samples. I'll try to display a few that 
were known to be successful. 


l am writing you at the suggestion 
of Mr. Smith, our manager. You can 
turn this around in different ways: 
but if your offer and letter are rea- 
sonably good, it will always work. 
It has that personal sounding twist. 


May | make a suggestion and very 
unusual offer in connection with the 
booklet described in this letter? 
Sounds modest and sincere, and the 
word suggestion is a good one. 


[t's a surprise on Arthur. What! 
How did that get in here? Oh, yes. 
It happens it rang the bell. Well, that 
just goes to show. 





You do not have to pay one single 
penny to examine this superb new 
book at your leisure in your own 
home. You tell me. I’m tired m. kine 

. 5 
rules and watching them broke». 


We are surprised and disappo'nted 
. . . Got about three times as ‘aany 
orders as openings they had _ been 
using. 


The enclosed card, if nailed 
promptly, entitles you to a_ bcoklet 
which, at some future date, :nright 
bring unbelievable benefits to your 
family. Sixteen per cent returns. 


Have you heard the news? Sounds 
mighty trite, but I guess human na- 
ture doesn’t change. 


Last week I ran into an unusual 
problem. Selfish in tone—or is it? 
Maybe the reader (who has problems 
too) begins to identify himself with 
the fellow. 


What is the big idea in writing 
you this letter? Just a minute, and 
well talk about this. 


Would you send me $5 a month 
if... Its a dangerous type because 
it is stunty, but it has a challenge 
in it. 


There are ten examples, all ol 
which were regarded as_ unusually 
successful. Can you make any rules 
out of them? Look closely, and | 
think you can see some principles 
a-budding. We will now stick our 
editorial neck out and see if we can 
materialize a handy compendium of 
opening formulas for pasting in the 
hat. It will be dangerous, but heres 
our try: 


A. Touch on a problem of the 
reader, and offer a solution. This is 
the old rule of talking benefits, telling 
what the product will do for the 
buyer. It isn’t usually enough to 
bring up the problem alone, because 
folks don’t like to have their prob- 
lems rubbed in. That is apparent] 
why so many question-type openings 
(dearly beloved by Direct Mail ex- 
perts) are duds when it comes to 
bringing home the bacon. You have 
to cut right into the cure quickly 
the sooner the quicker. You can do 
this even in something as remote a 
insurance protection. Example: How 
would you like to be paid for the time 
you spend in bed? (P.S. It was suc: 
cessful. ) 


B. Tell the reader what you want 
him to do. Get your offer (the point 
(Continued on Page 16) 
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IPI, Holdfast, and Gemtone are trade-marks of Interchemical Corporation 








IIVISION OF INTERCHEMICAL CORPORATION - 


350 FIFTH AVE., N. Y. 1. « 





ADDRESS INQUIRIES DEPT. A 
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NO\Y YOU CAN BUY NON-SCRATCH HALFTONE BLACKS 


VHICH PRINT AS WELL UNDER MODERN CONDITIONS 
AS THE BETTER CONVENTIONAL LINSEED OIL INKS 





One problem which printers 
face today is that of finding a 


non-scratch halftone black 
that w:il print as well under 
modern speed conditions as 


conven iional linseed oil inks. 
Now there is available a 
series of non-scratch halftone 
blacks to meet all commercial 
printing conditions. 
These inks are our really 
new Holdfast halftone blacks 
.. made with new materials 
and by new methods... as 
a result of which they print 
beautifully clean and sharp, 
are highly scratch-resistant 
and smudge-resistant, dry 
more positively in the pile, 
have excellent fountain flow 
and mobility, and work ex- 
tremely well on the press. 
Place a trial order with 
your IPI Service Station, or 
write us at 350 Fifth Avenue, 
N.Y.1.We’ll route your order 
to the Service Station nearest 
you for prompt shipment. 
Compare these blacks with 
the best you are now using. 








YOUR BEST Saiesman 


RRANTING 
\\ 
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° coer, 
—— 
It deli: red the second shot ...in 
the National Association of Print- 
ing I; Makers’ campzign, in 
adverti.ing publications, to pro- 
mote ;;inting ink’s effectiveness 
as a oalesman. Copy stressed 
advan’ 


ses of color printing. 

















Sec how they print: This new folder of halftone black specimens shows 
how six new halftone blacks in the famous IPI Holdfast Series print. 
These new Holdfast halftone blacks combine clean, sharp printing with 
high scratch-resistance, smud¢ge-resistance, and more positive drying 
in the pile. They also work very well on the press. Send for a copy. 





THESE PICTURES HIGHLICUT 
IPI INKS IN THE NEWS 











NEW LETTERPRESS COLOR GUIDE OFF PRESS; 
PRINTED IN FILE SIZE AND POCKET SIZE 





Our new Letterpress Color 
Guides, in file size and pocket 
size, are now off the press. 

The Guides, in both sizes, 
contain prints of 108 colors, 
each marked with its A.S.A. 
Specification and Color De- 
scription, as well as with our 
formula number. 

The large, file size Guide 
also contains sections on 
process colors, halftone 
blacks, and_ reproductions 
showing a comparison of 
conventional process. inks 
with our new Gemtone proc- 
ess inks. Pages are indexed 
for quick reference. The large 
Guide measures approximate- 
ly 10 inches by 12 inches; the 
pocket-size Guide 2%4 inches 
by 4 inches. 

Cover design on both 
Guides is a “County Fair’’ 





Twenty indexed pages of colors, 
halftone blacks, and process inks 
comprise the new IPI file size 
Color Guide. Colors are also shown 
in a pocket-size Guide. Write for a 
Guide on your letterhead. 








scene done by Alice and 
Martin Provensen, well 
known for their illustrations 
in the ‘Fireside Book of 
Folk Songs.”’ 

The new Color Guides are 
free to printers and other 
ink users. Write on your 
letterhead for a copy. 








We used Kromekote for our third 
Gemtone process color folder. Send 
for it. It contains some fine exam- 
ples of Gemtone printing. 





A “‘knockout’’ example of process 
printing on Kromekote is this RCA- 
Victor folder. It is one of a series of 
three such folders. Write for one, 


(af trt * 4 hed ee 
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Art Director 
Qeosece >t af echevet 0rd 
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Once again they’re printed with 
IPlinks. .. these two fine Annuals.. 
Also printed with our inks are 
**Treasury of Art Masterpieces,” 
and ‘‘Flower Prints in Color.’’ 
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BURIED TREASURE 
IN YOUR PROSPECT LIST 


Dig up that prospect list! Let Ahrend’s 
proved mail promotion techniques 
turn your prospects into customers. 
You'll benefit from: 

© Creative talent that consistently 
wins National Awards for results! ® 
56 years of merchandising-by-mail ex- 
perience! @ 40,000 square feet of mod- 
ern facilities for handling your job 
from the planning to the Post Office! 


Rely on the firm with the habit of suc- 
cess! Let’s talk it over—now. In the 
New York area there’s no obligation. 


D.W.ANREND COMPANY 


I ical, 
Lliil?¢* 


g= , 
JA acl (A COAT HANG 


333 E. 44th St., N. Y. 17, MU 6-3212 








How can you 
SELL them 
unless you 
“ Tell them ? 





This Elliott Cardvertiser is the only machine in 


the world that both prints and addresses Post 


Cards and its speed is speczacular. 


The period of ree Merchandise is chang- 
-to-get Customers — and 
it is time for all business men to consider what 


ing to a period of har 


and how they will advertise. 

Newspaper and costly mail advertising is dom- 
inated by big business. But if you have the ability 
to compile a mailing list and tell your story on a 
penny post card, this Elliott Cardvertiser will save 
your business because it will get hundreds of ac- 
curately addressed and perfectly printed post 
cards into your nearest mail box within one hour 
of the moment you conceive the thought. 


May we send you copies of letters showing how 
_ the Elliott Cardvertiser has saved and built many 
retail businesses selling exactly what you sell ? 
The Elliott Addressing Machine Company 
127 Albany Street, Cambridge 39, Mass. 














of the letter) over to him fast. Most 
modern readers tend to be impatient, 
to say to themselves: “Why is this 
guy writing to me? What’s he driv- 
ing at?” The old school of Direct 
Mailists wanted to sneak up on the 
subject, to build a story before they 
got to the point. Nowadays, you get 
best results in an amazing number of 
cases by letting the cat out of the bag 
in the first sentence. A simple way 
to do this in an inquiry letter is to 
spotlight the reply card and _ talk 
about it. Say anything about it. It 
doesn’t matter. A recent successful 
letter perpetrated this lead sentence: 
“The enclosed card is important.” 
The usual formula is: If you will 
do X, we will do Y. Example: “Tf 
you will simply check the correctness 
of your name and address on the en- 
closed card and drop it in the mail 
without delay, we will send you free 
of obligation a special report on .. .” 
A prominent trade paper publisher 
recently got 12 per cent returns in 
subscriptions (against an average of 
three per cent) when they used this 
inverted technique. 


C. Make the letter sound person- 
ally directed to the individual reader 
or group of readers. This is a matter 
of the atmosphere created by your 
language, as mentioned above. A life 
insurance manager wrote a letter to 
go to policyholders in his territory 
starting with this phrase: “Our Com- 
pany contemplates devoting the 
month of January to service.” I felt 
the approach was uninteresting to 
the reader because dull and selfish. 
and suggested these three possible 
openings: “IT plan to call on you in 
a few days in connection with a mat- 
ter that will interest you.” “If you 
are in the same situation as many of 
my acquaintances, you are probably 
doing a pretty good job of checking 
on the provisions of your policies.” 
“One of the mistakes which life com- 
panies make is failing to keep in 
touch with policyholders, like you.” 
If it doesn’t sound like a letter. it 
might as well be a printed circular. 
But give it that friendly, informal 
twist and it disarms the reader and 
builds an immediate bond. And if 
your opening can do this plus abide 
by some of the other rules (like these 
examples) it’s likely to do a job. 


D. Belittle yourself. Talk about 
a mistake or a crazy thing you did, 
or say “I am at a disadvantage in 
writing you.” or “If you ever saw a 
man behind the 8-ball, you are look- 


















































ing at one now.” Psychologically, 
this is a neat way to flatter the reader 
by putting yourself in the small end 
of the horn. and he loves it. 


E. Ask a favor. A_ venerable 
method of making the reader fee. im. 
portant. Perhaps overdone, bt it 
still works. I did it again last month 
for a publisher, and he report: ex. 
cellent returns. Don’t do it unless 
there’s a pretty good natural t e-in, 
though. 

F. Pass along a piece of news. 
Use the word announcement or at 
least get the idea of newness into 
the first line of the epistle. 

G. Use a dramatic opening. Say 
something startling, turn the tables, 
vive it an unexpected twist. This 
kind of beginning is dangerous and 
has to be good. Works best when 
combined with other rules. A secre. 
tary wrote a letter to manufacturers 
and said: “Talking with Mr. Jones, 
our president, just now in his office. 
I really stuck my neck out.” 

KH. Start with a story. This is 
risky, too, unless you're sure the 
story will click with the reader, and 
unless there is a smooth coupling 
with the rest of your message. Most 
people don’t have time for stories, 
and they don’t react to the same ones 
you do, anyhow. Best way is the 
method used on the stage: open with 
a situation. Example: “The _ boss 
stamped across the floor and_ threw 
a letter on my desk.” 

Just plain exuberant enthusiasm. 
if it rings true. will sometimes make 
a good springboard. So will the old 
device of issuing an invitation. And 
there are many others. But above 
are eight which I recommend—with 
caution. The first three are the best: 
and if you can combine some of them. 
or combine others with one of them. 
youre likely to come up with some- 
thing good. 

Remember many of the cardinal 
rules of writing letters apply to the 
opening ten-fold. For instance, the 
matter of believability. You can 
compose an initial sentence by some- 
body else’s rule book, but if it doesn’t 
smack of genuineness, watch out. It 
isn’t what you say, the old adage 
goes, it’s what he accepts. 

If the reader doesn’t know you, 
the opening sentence is a mighty im- 
portant string of words. Here are a 
few of the things our office has 
learned about them, respectfully sub- 
mitted. 
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THIS IS A DMAA BEST OF INDUSTRY AWARD WINNER FOR 1948 
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by James M. Stewart, Associate Editor 
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al 
- W iin a $100,000 budget for adver- Advantages of C.I.T. over usual And four well-conceived ideas were 
tising C.I.T. Corporation, under the — bank loans... is that they are more __ incorporated in the pieces. 
Say adms .agership of William Jorgenson, — conveniently located nationally First hist onl 
. a . “oe st, a case his fas presenter 
les, stepp ahead in October of 1947 in and give the borrower longer time in ee ne ee Eee pe 
‘his ; | ; ‘col in an elegant manner. An 81x 
iis a ple ined campaign of trade paper which to ‘pay. 1" : 
aad —— anne Ye “ae ; 11144", tan-green-black, 12-page book- 
ant and jtirect Mail advertising. Budget _ id ~ or uae gt hecagage 
hen to be split evenly between the two The purpose of the Direct Mail let by offset titled “Working Capital 
° e . ° 99 ° 
ore- campaign is to tell executives and top for Industry”. Copy and pictures tell 
nee C.!.f. is an independent financing industrial management . . . facts con- the story of one of C.I.T.’s clients. 
a organization . that lent, in 1948. — cerning C.I.T. How funds bought machinery and 
™ over ~O00 million in the construction ; ao equipment. 
business alone. Campaign objectives can be broken 
| . down four ways. Accompanied by typewritten letter 
3 is Here's how C.I.T.’s double-bar- to top executives in a position to 
the relled service works. 1) To keep the C.1.T. name and make financial decisions. 
and —? | financing service before management 
no Barrel #1... Manufacturer Jones}, wade. About 6,000 of these booklets (cost 
Lost needs 5] Million to buy additional . . 30¢ each) were distributed. And 
rw machinery from Smith for his plant 2) To create interest in their serv- —_ although it would be difficult to state 
we 9 ° ° ° . . . e 
nn . but doesn’t want to dig into his ices which will produce leads and dollar volume of financing due to 
the capital for fear of interfering with inquiries which can be profitably fol- “Working Capital’, many inquiries 
vith normal operations. He borrows money —_ lowed up by personal contact. were made, involving amounts rang- 
— from C.1.T. for full payment to Smith . ing from $100,000 upwards. 
DOSS and pays C.I.T. back at pre- 3 ) To inform top management - | 
rew arranged intervals. how C.1.T. can help them solve prob- Second, the consistent use of what 
’ a — lems of finance. C.I.T. calls, “Easy to Answer” letters. 
‘ali Barrel #2. . . Smith arranges for , 
iis the money from C.I.T. ... and Manu- 4) To assist the field staff in cov- These are multigraphed, carefully 
c ‘’ ry. . . . . . . . 
old lacturer Jones agrees to repay C.I.T. ering their territories and by obtain- filled-in letters with space at 
And in installments over the years. ing favorable interviews for them. (Continued on Page 18) 
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MOSELY 
LIST DEVELOPMENT 
DEPARTMENT 


covers the country. coast to coast. 
to find and EX\- 
CLUSIVELY. 


FRESH NEW OUTSIDE 
LISTS OF MAIL BUYERS 
AND INQUIRERS 


for one-time rental addressing (at 
modest cost) to bring YOU NEW 
MAIL ORDER CUSTOMERS IN 
VOLUME LIFT YOUR 
RESULTS! 


register often 


and to 


Write Dept. RE-2 TODAY 





SELECTIVE LIST SERVICE 


38 NEWBURY STREET - BOSTON 16, MASS. 
MAIL ORDER LIST HEADQUARTERS 


NEW MAIL ORDER CUSTOMERS 
in VOLUME 














COMPLETE 





Price includes ma- 

chine and materials 

for 500 name list. & Anyone can operate 

The revolutionary new spirit type addressin; 
machine makes mechanical addressing possibl 
for every business office, store, school, churc! 
or club. 


WEBER ADDRESSING MACHINE CC 


Mount Prospect, Illinois 
(Chicago Suburb) 
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| bottom for recipient to fill in if he’s 


interested in more details. 


Incidentally. advertising manager 
Jorgenson believes in using two-color. 
lithographed letterheads on laid stock 
for these letters. Reasoning .. . is 
that because laid stock doesn't take 
erasing too well. its not seen often 
in office work. But with multigraph. 
where erasing is non-existent. it gets 
the attention by standing out in 
ordinary pile of mail. 


The letters accompany various 
booklets and reprints. One booklet 
called “Financing Purchases of Con- 
struction Equipment” is sent out twice 
a month ... to a list of contracting 
firms who have been awarded earth- 
moving contracts in excess’ of 
$25.000. Service supplies list, which 
totals about 5.000 names a year. 

Third idea was to reprint trade 
paper ads. | 

Fourth used an enclosure of a trade 
paper article with letter . . . to add 
interest and complete information. 


Most mailings are addressed from 
some portion of the master list of 
about 100.000 names. 


List is kept in duplicate . . . on 
Elliott stencils and 3°x 5° cards. It’s 
classified, first by industry . . . then 
each industry is broken down geo- 
graphically into state and city. Sten- 
cils are arranged alphabetically in 
each city. 

The 3°x5° cards carry financial 
rating and symbols showing selling 
methods, what products made. how, 
etc. 


Since first class mail is always used 
. . list is kept up-to-date. 


The list is worked by a couple of 
C.1.T. girls. Whenever there’s a fill-in 
job to do by the lettershop . . . the 
names are stenciled on galleys, and 
these sent to the shop. After a few 
experiences with dropped — stencil 
drawers and mis-filed stencils. Jor- 
genson now insists on this method 
of transmittal. 


As soon as inquiries arrive, theyre 
carefully screened. Checked with 
C.I.T.’s own records and the different 
registries and directories. As soon 
as all OK’d . . . the prospect’s request 
is immediately carried out. 


The emphasis on names for pros- 
pect file is on quality rather than 
quantity. 


\n internal Direct Mail campaign 


is also carried on within C.1.T. All 
executives. management heads and 
the entire field staff receive a mon:hly 
bulletin explaining current sales pl ins. 
advertising schedules and a sumn ary 
of pertinent information. 


In addition, a schedule of mailings 
and advance copies of letters or fold- 
ers and proofs of trade paper ads are 
attached. As a result, the staf is 
kept in position to take prompt ac: ion 
on all replies received . . . anc to 
serve clients and prospects to better 
advantage. Because many inquiries 
are received ... which refer to mail- 
ings sent at previous dates . . . and 
are acted upon when the need for 
borrowing arises. 


After 6 years of restyling and 
molding a workable, profitable com. 
bination, admanager Jorgenson feels 
this way: 


“In soliciting business, we use a 
number of different methods 
all coordinated. Ranked in 
order of importance would be: 


1. Direct Mail 

2. Trade paper . . . to supplement 
the Direct Mail 

3. Publicity 
on both.” 


their 


...to focus attention 


The complexion of things at C.I.T.’s 
office atop 1 Park Avenue in New 
York . . . seem brighter than ever 
today. Those three pistons of the 
C.I.T. advertising engine appear to 
be in proper timing .. . and produc- 
ing excellent mileage per dollar. 


A WELCOMED 
LETTER 


Dear Mr. Hoke: 


My printer expects to be paid too 
so [- can understand your position. 


The copies of THe Reporter | have read 
here are worth much more than the 50¢ 
per month you now ask for them. 


I am enclosing an additional check for 


$7.00, which together with my previous one 
will pay for a two-year subscription. 


Sincerely yours, 


E. E. Antiilon 


(signed) 


Reporter's Note: 
for your confidence. Will try to make 1 em 
all worth much more than 50 cents. 


THE REPORTER OF DIRECT MAIL ADVERTISING 


Thanks, Mr. Anti:lon, 
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Exclusive! 


UNI-BAR © 


CUTS COSTS % w 26% 
CUTSTIME % to 76% 


Turn your staff time into profitable, ALL-OPERATING 
time. . . and turn your Multigraph into a real 
printing press! Because in 48 hours after we 
receive your order, we'll send you a package of 
FRESH, CLEAN, PERFECT type .. . any type from our 
wide selection, up to 24=-point. All you do is 
Slide the FULL 7" lines into your Segment, snap on 
ONE marginal band .. . and you are ready to run. 
Of major importance, is the fact that UNI-BAR 

is interchangeable with multigraph type. 


Good for: Menus, Brochures, Envelopes, Office 





Forms, Statements, Invoices, Booklets, Price 





Lists, Manuals, House Organs, Imprinting! 





(Slugs can also be curved to fit vertical segment ) 


WE DELIVER IN 4 HOURS 


SEND US YOUR TRIAL ORDER TODAY 


LOcus1t 4-3113 






















NO Hand Distribution 








NO Spacing Out-Lining-Up 
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NO Line-Locking with Clips 


PHILADELPHIA 7, PA. 


Strictly Mail Order 


Reporter's Note: 


This department of THE REPORTER is reserved 


for the views and news of the mail order people . . . the 
men and women who use the mails to get immediate orders. 


Results from department and 
specialty store Christmas mail order 
catalogs have been disappointing in 
many cases this year. 


Most of the retailers are pretty 
well convinced that catalog mailings 
were made too early for “48 Xmas 
sift buying. Even New York stores 
whose mailings were for the most 
part later than those in other sections 
of the country . . . feel the same way. 


Looks like “early bird” catalogs 
were set aside and forgotten by con- 
sumers who were not in a gift-buying 
mood at the time booklets arrived. 
The buying public realized that sup- 
plies were adequate in most lines... . 
and the need to “buy early or get 
left” was no longer true. 


A case of misjudging consumer's 


state of mind. ° 

A more concentrated promotion 
over a shorter period would have 
probably produced much __ better 
results. 

Moderately priced merchandise 


received greater consumer 
... than its more expensive brother. 
In many cases, special promotions of 
“values” were well received. These 
were in the form of Direct Mail .. . 
and one store reported extremely 
good response to offerings of occa- 
sional chairs a week before 
paper ads were released. 


respi mse 


news- 


Store execs said that the reason for 
increased emphasis on holiday mail 
order catalogs . . . was to combat 
greater competition from regular 
mail order chains. More color. better 
ad copy and more merchandise was 
displayed between the covers. 


Those retailers who were originally 
sceptical of the added emphasis on 
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catalog mailings because of a fear of 
a decrease in store traffic and “im- 
pulse” sales . . . admitted late last 
month that no such loss materialized. 


There’s no doubt that this year’s 
lesson will be taken to heart by store 
officials. Changes in next year’s 
holiday promotion planning are due. 
And it looks pretty certain that 
there ll be no attempt to stretch the 
season, which usually starts around 
Thanksgiving time, by three weeks, 
as in “48. 


Charles Sherman of Doubleday 
and Company, 14 West 49th Street, 
New York 20, N. Y. answers the 
complaint of Paul Barter and THE 
REPORTER . .. in the following letter. 


Gentlemen: 


We have read with interest the letter 
printed from Paul Barter, of the Middlesex 
Business Service, Melrose, Massachusetts 
(December Reporter, page 18), comment- 
ing upon the fact that he received four 
identical mailing pieces from the Literary 
Guild from four Boston Department Stores 
at the same time, and suggested that this 
was certainly a haphazard job of sched- 
uling. 


May we tell Mr. Barter that we would 
love to eliminate duplications in Depart- 
ment Store mailings, and we have tried 
for years to do it. This last fall, we actu- 
ally mailed over eleven million pieces 
through Department Stores throughout the 
country, and in some of the larger cities 
we feel sure that not only four, but as 
many as six of our mailing pieces landed 
in the same home. The reason for this 
duplication is simply this: Department 
Stores will not allow us to check their 
lists one against another, and even if they 
would, we would not undertake to do so. 
This may sound strange, but if we were to 
eliminate duplications, in which store’s 
favor would we eliminate a customer? It 
would be necessary for us to compile a 
master list of Department Store charge 


account customers in any one city and 
then arbitrarily allocate a proportion of 
those customers to each of the tore< 
handling the Literary Guild accoun| 


We have no way of knowing the { iend. 
liness of the customers toward a part cular 
store, and the fact that he may hove 4g 
charge account at a store in no way tells 
us that he wants his Literary Guild nem. 
bership through that store, or that he vants 
to use that particular account. He may 
owe that store an excessive bill and -vould 
not want to add to it. The stores, ‘hem. 
selves, are reluctant to give up their c iance 
at getting Literary Guild subscriptions by 
eliminating any of their names simp'y be. 
cause some of their customers have more 
than one charge account. 


I might add that we have disco: ered, 
through many years of Department Store 
mailings, that this duplication does not 
necessarily result in a poor return. The 
returns on this fall’s mailings were entirely 
satisfactory in spite of the duplications 
and the effect of this duplication is some. 
times cumulative, as expressed by the re. 
action of one customer who remarked to 
me, “I have at last joined the Literary 
Guild. I received four of your mailings, 
and when I received the fifth I figured 
that you really wanted me to join the Club, 
so I joined.” From what we can gather 
from actual results, I believe this feeling 
is more prevalent than you would suspect. 
In any event, the mailings work, and that 
tells its own story. 


Cordially yours, 


(Signed) Charles L. Sherman 
CLS:ew 
P.S. One other thought. You might 
wonder why we cannot stagger these store 
mailings in a town so that they don’t all 
hit at the same time. The problem here is 
that all these stores want to be first and 
none of them will take second position. 
So you see, this sort of Department Store 
mailing operation presents its problems. 


Cia 


Reporter's Note: We agree that it IS 


a problem. 


A very interesting “renewal” story 
appeared in a late issue of “Iditor 
and Publisher.” 


All about the extremely successtul 
renewal efforts of the Yakima Morn- 
ing Herald of Yakima, Washington. 


Here’s the story. 


Each year the Herald promotes a 
Bargain Period offer among its 7000 
rural subscribers. 


Regular RFD subscription ra‘e ! 
90c per month, or $10.80 a year. 
During the Bargain Period the sub- 
scriber may renew for $8.45, saving 


$2.35 a year. 
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Before the war... the Herald op- 
erated an RFD car solicitation service 
_., fut since then Direct Mail has 
been entirely relied on. 


Cir ulation Manager Murray Clark 
sends first mailing out 10 days be- 
fore -ubseription expires. It’s made 
up o! a red and blue broadside de- 
scribing the advantages of renewing 
durin’ the special Bargain Period; 
a return renewal blank form; and a 
posta: °-paid, return address reply 
envelope. 


Clark makes sure that 1) the copy 
is kepi simple and not “hifalutin” for 
rural readers, and 2) that mailings 
arrive during the week when farmers 
are home, not off on city week-ends. 


If no response to this .. . Mailing 
No. 2 goes out. A simply laid-out 
post card with bold red letters advis- 
ing o! final notice. 


Then if no answer . . . out goes 
the third. It’s the same as the post 
card in No. 2... except for the fact 
that it has a big black “Final Notice” 
stamped diagonally across the face of 
the card. 


Seems to really startle the prospect 
. out of his complacency. 


Those few bombproof individuals 
who have not as yet signed up are 
removed from subscription list .. . 
and are followed up with letters on 
company letterheads expressing re- 
gret over losing them. A last-ditch 
stand effort to get them to renew in 
the Bargain Period. Results on this 
are satisfactory. 


For 1948 Bargain Period . . . 450 
new RED Herald subscribers were 
obtained. 


rom what we hear... list busi- 
ness is good. 


Been a lot of testing . . . with re- 
sults coming in next month. 


Also. with the buyers’ market ob- 
viously taking hold, manufacturing 
companies are finding the need for 
more salesmen. And more salesmen 
mean more supporting Direct Mail. 


It also appears that returns for 
publication promotions during Janu- 
ary Were good, 
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Recently .. . one of the “students” taking my Direct Mail Course, 
sent me copies of all pieces prepared last year and asked for criti- 
cism. They were really “tops”. Only a few minor criticisms pos- 
sible. In replying, I asked this expert why he was taking the Course 
... questioned whether he really needed it. 


Here’s, part of the reply: 


“Stop wondering about why | like the course—it’s obvious. I’m still 
learning. If | ever stop trying to, I'll probably lose any skills I’ve 
acquired. The course organizes material—refreshes—stimulates.” 


ve 


Another “student”, equally proficient, writes: 


“Your greatest contribution to all of us is your continual ‘debunk- 
ing’ of what some believe are hard and fast laws of direct mail 
without destroying the incentive to search for ways that will work 
in specific cases under a given set of conditions. Your course has 
been and is a thoroughly fascinating experience. | personally feel 
that its prospectus was an understatement.” 





| would rather be accused of “understatement” than of “high-pres- 
sure ballyhoo”. I haven't offered the world with a fence around it. 
[ haven't promised any startling sure-fire, new tested methods. 
Simply ... an orderly, thorough, down-to-earth study program in 


all the ramifications of a VERY BIG subject, Direct Mail. 


The Course will continue indefinitely. New groups are being started 
weekly. Study sections every two weeks for a year. Personal advice 
and criticisms. Fee $115.00. Your inquiry on your letterhead will 
be answered with a full-length prospectus and outline of course. 
Or send application personally to 


HENRY HOKE 
17 East 42nd Street, New York 17, N. Y. 
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GEORGE KINTER'S 






One Advertising Man 
to Another 


MONTHLY LETTER EXPRESSING 


ONE MAN’S OPINION 


| have just thrown in the waste- 
basket, Henry. what may have been 
a dozen “Amazing” or “Golden” 
opportunities. Just what the oppor- 
tunities may have been, | don't know 
because five of them went into the 
wastebasket unopened and seven of 
them would have involved more read- 
ing time than I could spare in view 
of the work piled up on my desk and 
meeting your REPORTER’s deadline. 


While the unopened “letters” car- 
ried no identification on the front, 
I know whom they are from. I have 
been getting mail from these con- 
cerns, as often as two or three times 
a week, for a long, long time. Some- 
times the envelopes carry corner 
cards and are addressed on the type- 
writer or from plates, and sometimes 
their sender tries to fool me by using 
plain envelopes and a pen for address- 
ing them. But when I get two enve- 
lopes in the same mail exactly alike. 
one addressed to “Geo. L. Kinter” 
and one to “Geo. L. Kintner”’, I know 
they are both from the same publisher 
and both carrying the same informa- 
tion about some book that will prove 
helpful in my advertising work. 


Maybe the books they are selling 
would help me, but they haven't 


seemed to help the advertising and 
mailing departments of their pub- 
lisher. The copywriter is probably 
paid by the word and has a large 
family to support and the employees 
of the mailing department are prob- 
ably also on piece-work. 


The other three letters filed un- 
opened in the wastebasket, [ am 
positive, are from a certain “business 
service” outfit. They are identical in 
appearance, have no corner card and 
are addressed to the “Arkay Printing 
Co.” the “Arbray Printing Co.,” and 
“Geo. T. Kintner.” Could be that this 
concern can render a business service 
that would be valuable to the above 
addressees, but they could also use 
a service of a list checker. 


None of the envelopes I opened 
contained less than 3 pieces. One con- 
tained seven. A hurried glance con- 
vinced me that I just didn’t have 
time to wade through the sizzle to 
reach the steak. 


Hold your blue pencil, Henry. I 
haven't joined the ranks of those 
who would have advertisers believe 
that the wastebasket is the destination 
of all Direct Mail. There is a sizable 
pile of Direct Mail advertising on the 





It’s OUR BUSINESS 
to Help YOUR BUSINESS 








SEND FOR THIS 
FREE BOOKLET 








First Class Services for 


All Classes of Mail 
MAILING LISTS 
Compilation 
MULTIGRAPHING 
MIMEOGRAPHING 
ADDRESSING 
Hand Typewritten Stencil 
MAILING OPERATIONS 
MAIL SURVEYS 


Maintenance 











To make certain that the postman’s “homing” ring means more business for 
you, we at A.M.S., through the operation of specialized mailing services, aid 
and abet your out-going sales strategy. May we help you dispatch your 
next mailing? Call or write . 


. well be happy to serve you! 





ADVERTISERS MAILING SERVICE, INC. Kane-Kiernan Organization | 





915 BROADWAY, NEW YORK 10, N. Y.—TELEPHONE AL 4.6666. 
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corner of my desk that will get my 
attention when the pressure is off. 
None of it captured my attention \ ith 
unusual layout. quality or colo: of 
paper. excellency in printing or tricky 
pop-ups or gimmicks. Two of the 
pieces are in four-page letter for: 
short letters typewritten on the irst 
page. told me enough about what the 
writer had to sell to make me \ ant 
to peruse the three printed  piges 
which are in no danger of becon ing 
mislaid as would probably the six 
pieces that accompanied the prirted 
fore and aft letter that now reposes 
in the wastebasket. 


In this pile on the corner of my 
desk are three pieces in Direct Mail's 
most economical form. The form that 
is so often used for comparing the 
cost per person reached with that of 
publication advertising—penny post 
cards. 


As I think you know, I am not 
sold on surveys and polls, but here 
is the result of a quick one-man 
survey to determine the value of 
this low-cost Direct Mail form. The 
question asked this one man (who 
was me) and the answers are as 
follows—you can figure the percent- 
ages yourself: 


Question: During the past two 
months, say from November 15 to 
the present date, January 15, how 
many of your purchases, for business 
purposes, have been directly  influ- 
enced by advertisements? 


Answer: (after a bit of head 


scratching) Four. 


Question: What forms of adver- 
tisements prompted those purchases? 


Answer: All four were prompted 


by Direct Mail. 


Question: Would you mind telling 
this researcher what the purchases 
were and just what form of Direct 
Mail prompted them? 


Answer: Unfair as it is to my 
printing connections and my adver- 
tising business, I will answer in truth. 
A multigraphed letter and a small 
folder of samples sold me on having 
embossotyped cards done by a con- 
cern in New York. The brief letter 
and samples convinced me that this 
concern could do such work better 
and cheaper than we could do it. 
We have sent them five orders du: ing 
the past two weeks. A multigrap ied 
penny post card prompted the pur- 
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chase of several Christmas gifts for 
customers. A printed penny post card 


prom) 


ied the purchase of a gadget 


for use in the printing plant and 


hand! 
me On 
has bi 
durin 


No 
that | 
influe 
purc! 
adve! 
influe 
pure! 
to n: 
adve! 


Wi 

Mi 

\ 
lising 
sales. 
desig: 


that it 


tered penny post card sold 
the service of a cartoonist, who 
n given five or six assignments 
the past month. 


understand, Mr. Researcher, 
ese were not the only purchases 
ced by advertising—they were 
ses prompted by _ individual 
sements. Advertising probably 
ces a large percentage of my 
ses but it would be impossible 
ne chapter and verse of the 
sing that influenced them. 


t am I trying to prove, Henry? 


ely this: 


rge bulk of Direct Mail adver- 
is used to make immediate 
but much of it is so poorly 
‘d, so wordy and desk littering, 
fails in its purpose. 


Business men who can be reached 
by Direct Mail are usually those who 


are the 
are piled high with work. 


desks 


They 


busiest—men whose 


haven t the time on their hands that 
have the big shots who can’t be 
reached they are just too busy to 
wade through a lot of words, and 
Direct Mail that calls on them too 
frequently and misnames them is as 
irksome as the salesman who busts 
in on a busy man, not protected by 
a receptionist, opens up a brief case 
and scatters its contents on his desk 
before giving him an inkling as to 
what he is selling. The busy man 
cant kick the salesman out of his 


office but he can throw Direct Mail 
in the wastebasket. 


From my limited observation and 
inquiry, the Direct Mail advertising 
that gets to first base in a_ busy 
office, are mailing pieces that get 
their stories across quickly and clearly 
or which give at first glance, an 
understandable idea of what they 
are selling. And I am becoming more 
and more sold on the humble penny 
postal card and the twins of the 
species. The single post card pro- 
vides sufficient space to do a good 
selling job in many cases, and when 
more information is necessary to 
make a sale, an attached twin can 
be sent for it. 


And new I think I| have talked 
myself out of enough broadside, cir- 
cular and envelope stuffer building 
and printing. 


P.S. When you go out for lunch, 
Henry, will you please drop into 
the shop of some reliable florist and 
order an orchid to be sent to each 
of Cincinnati’s newspapers—The En- 
guirer, Post and Times Star. Our 
sood friend, William N. Mire of the 
Cincinnati Better Business Bureau has 
informed me that these newspapers 
have banned superlatives, exaggera- 
tions and underselling claims in ad- 
vertising —- such as “Biggest Bar- 
gains,’ “America’s Largest,” “Great- 
est Buy,” “Lowest Prices” and “We 
Undersell.”. Wish printers could 
screw up enough of courage to refuse 
to print Direct Mail carrying claims 
that are equally exaggerated. 


Yours, 


GEORGE. 


KIDDING THE 
DOTS... 


Here’s an interesting letter that 
crossed our desks last month. 
Dear Mr. Hoke: 


Do all expert copy writers .. 
self... talk in periods? 


What I mean is... do they hit the period 
on their typewriters three times like this 
... every time they pause... to take a 
mental breath? 


If so... 1 think it’s an unfortunate. . 
and somewhat school-boyish habit, 
not unlike wearing sweaters backward .. . 
and chewing bubblegum. 


. like your- 


| believe it’s especially unfortunate when 
the subject is separated from the 
predicate. 


| think the technique does have applica- 
tion... and attractively so... but surely 
not for breaking thoughts right in the 
middle or just anywhere the copy writer 
bogs down momentarily, as you do in 
writing and editing your otherwise fine 
magazine. 


I’m not exactly a purist, but I am sure 
that after more than 10 years in newspaper, 
radio and public relations work, I won’t 
be a successful copy writer if this form 
of literary affectation is essential. 


My suggestion to put the brakes on this 
now trite practice: When you pause to 
dot, don’t! 

Cordially, 


(Signed) William A. Boles 
8715 Bollier Avenue 
Niagara Falls, New York 


Reporters Note: You are right, Mr. 
Boles. The dots should not be overworked. 
For an explanation of how I got “that way” 
about dots .. . see first chapter of “Dogs 
That Climb Trees.” The dots are practical 
for ... let’s call it a “pause in thinking.” 


H. H. 
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January was pretty much a quiet 
month on the Postal Front. Before 
the month was over, most of the ques- 
tions about the new Bulk Mailing 
Fee and Odd-Shaped Piece rate had 
been answered to the understanding 
if not the satisfaction of business 
mail users. The Department had 
been, to the surprise of no one, com- 
pletely cooperative in interpreting the 
regulations and even in making spe- 
cial allowances in hardship cases. 
Test mailings without payment of the 
Bulk Mailing Fee were still causing 
lots of grumbles because the size of 
the test had been limited to one thou- 
sand pieces . . . but there was a possi- 
bility (even though very slight) that 
that figure would be raised. 


However, behind the scenes there 
was almost an audible “girding of 
loins” as if for a great battle. And 
great battle there would be in the 
not too distant future. It was pretty 
obvious that the Postmaster General 
was ready and waiting with his rec- 
ommendations for further increases 
in certain Postal Rates. No bill con- 
taining these rates had been’ intro- 
duced, but it was only a question of 
time . . . and how much of that re- 
mained was a moot question. 


On the other side of the arena (or 
across No-Man’s Land, if you prefer) 
practically every group of mail users 
was deep in solemn meetings trying 
to plan strategems that would ulti- 
mately prove to Congress (the Court 
of last or rather ultimate resort) that 
they were right—the Post Office 
wrong, and rates should remain as is. 


We had the dubious pleasure of 
attending quite a few of these strat- 
egy meetings . . . and unfortunately. 
most of the men and/or women we 
listened to didn’t seem to have much 
of an idea of what the problem really 
was. We were bored with denuncia- 
tions of inefliciency in the Post Office: 
the hundreds of millions that could 
be saved if the recommendations con- 
tained in the Hoover Report were 
followed; the method of cost ascer- 
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tainment used by the Post Office, and 
a dozen and one other things that 
made practically no sense to us. 
Some place along the line we hope 
some group is planning a logical pro- 
test against further postal increases 
based on simple facts and not wild 
fancies. 


You have heard us on the subject 
often enough to know how we feel 
about increasing Postal Rates. We're 
definitely agin’ them. . . but we have 
a feeling Congress isn't going to be 
too impressed with statements at- 
tempting to prove that increases will 
force people out of business and in- 
evitably lead to a deep, dark de- 
pression. 


It’s obviously true that increases 
in rates will invariably cut down on 
the volume of mail, but if American 
Business isn't smart enough to con- 
tinue to run its enterprises success- 
fully (even if Congress makes the 
mistake of raising rates) then this 
country is lots closer to “going to pot” 
than we believe it to be. Certainly 
we want rates kept at their present 
levels (and even lowered in some few 
cases) but we're sick and tired of lis- 
tening to otherwise intelligent people 
cry WOLF. Unfortunately, we can’t 





MINNESOTA RED RIVER OX CART 
TERRITORIAL 
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In order to give REPORTER readers an 
opportunity to tie up their Direct Mail 
promotions with new commemorative 
postage stamps we'll be picturing 
them in these columns just as soon as we 
get. Before they’re placed on sale, if 
possible. Above you see pix of new 3c 
Minnesota Territorial Centennial commemo- 
rative . . . which will go on sale March 
3 at St. Paul, Minnesota. Stamp meas- 
ures .84” x 1.44”. Color to be announced 
later. 
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forget the fable of the young shep. 
herd and his continuing crie- of 


WOLF. 


We did, however, see two things 
during January that might int«rest 
you. The first, and by far mor. in. 
telligent and important, is a bovklet 
issued by the National Counci: on 
Business Mail. Inc.. (105 W. Monroe 
St., Chicago 3, Ill.) which bears the 
intriguing title “The Double Stand. 
ard in Postal Rates’. It is a well. 
written, carefully documented story 
of the discrimination between the 
rates for second class and those that 
must be paid for third or fourth class 
mail. 


The booklet is being widely circu- 
lated and warrants careful reading 
by every mail user. You can get one 
or more copies by writing to the 
Council . . . but whether you do or 
not it would be wise to keep in mind 
three of the points brought out in the 
presentation, under the heading — 
“Why Should This Double Standard 
in Postal Rates Exist?” 

Third and fourth class mail pay 
jar more of their own cost than 
second class. 


Third and fourth class mail ad- 
vertising and editorial matter are 
charged higher rates than second 
class. 


Third and fourth class mail re- 
ceived rate increases while second 
class mail rates remained un- 
changed. 


3 +t + 


The other item we want to call to 
your attention probably isn’t very 
surprising in the face of the smoke 
screen being thrown up by the “sec- 
ond class” boys. Along with the two 
articles that appeared in Colliers 
(which we commented on last month) 
there have been dozens of cute “little” 
paragraphs, articles and_ speeches, 
too. that tried to prove that the Post 
Office is all wrong and the press com- 
pletely above reproach in the rate 
situation. But we were a little taken 
aback to find the following item on 
the Editor's Page of the January 
issue of the Postmaster’s Gazette. 
Yes, we said the Postmaster’s Gazette 

Official Publication of the National 
Association of Postmasters of the 
United States. Here it is... exactly 
as written... and please note care 
fully the phrase in the second para- 
eraph—. .. . the 80th Congress 
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the complete lack of any mention of 
second class, unless it be in the third 
paragraph in the words . . and 
other items.” Wasn’t it Caesar who 
said, “ \nd you too, Brutus?” 


RAE INCREASES NEARER? 


“All ;ostmasters and a large segment of 
the ger ral public should by now’ be 
familiar vith the campaign Postmaster Gen- 
eral Donaldson has waged for increasing 
postal x ies and fees sufficiently to bring 
the inc. ce of the Post Office Department 
more n tly in line with its expense of 


operatio Mr. Donaldson appeared before 
Congres onal committees last year to urge 


such inc eases, and at every postal gather- 
ing he ittended—some 20 in number 


vigorou- » defended the right of his De- 
partmen’ to have rates and fees commen- 
surate vith present-day costs of doing 
business 


“Most of us are familiar with the fact 
that the 80th Congress granted a few in- 
creases, ut not nearly enough to pay for 
the slig!! raise in pay granted Post Office 
workers. The Postmaster General has not 
retreated from his position that further in- 
cyeases are needed in practically all rates 
and fees except the one item of 3-cent 
postage for ordinary first-class mail. 


Press dispatches appeared in a number 
of the larger dailies in the late fall—after 
the national election—to the effect that 
President Truman would recommend _in- 
creased rates and fees along the line the 
Postmaster General has suggested and 
urged. Such recommendation may be be- 
fore the Congress by the time that this 
issue of the GAZETTE is in the hands of 
the membership. With a majority of his 
own party in control of each House of the 
Congress, President Truman should have 
an excellent chance to get legislation that 
will produce more revenue from _ postal 
cards, third-class mail, parcel post and 
other items. With the Express Company 
asking for still further increases in_ its 
rates, the Post Office Department must 
lave larger fees for handling the huge vol- 
ume of parcel post dumped on it after pre- 
vious increases to the Express Company. 
[he increase on parcel post rates ought to 
he sufficiently large to give some of this 
‘freight’ business back to the Express Com- 
pany, in our opinion.” 


x 


In case you're interested, the cost 
of Government Stamped Envelopes 
was Increased February Ist. Not ter- 
tifically . . . and even under the new 
rates ihe difference between un- 
printed and printed envelopes is only 
He per thousand. A good price to 
remember in these days when every 
penny that goes into the cost of a 
mailing counts more than ever. 


% % # 
Wis] we could be certain that Feb- 
tuary would be a quiet month on the 


Postal ‘ront . .. but we're afraid 
this is ally the lull before the storm. 


FEBRUARY, 1949 











Four Color House-Magazine Covers 


Dress up your company publication with a beautiful illustration. 
Printed in four colors and ready for use. 
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You stimulate readership by gar- 
nishing your house organ, corpora- 
tion report, or sales brochure with 
artistic MCS Covers. 

A new cover design issued each 
month of a timely, seasonal, picto- 
rial. or human interest subject. All 
are printed on good white enamel 
paper, from original top flight art 
work. 

Four page covers furnished to 
you flat in sheets size 17°4x12 to 
fold and trim to an 8!'4x11 maga- 
zine. Illustration is on page one and 
the other three pages are blank. 

Designs especially executed to al- 
low local imprinting. Different cov- 
ers may be selected each month, and 
you can order as small or as large a 
quantity as you wish. Back numbers 
are carried in stock for immediate 
shipment. 


The needless expense of individual preparation, art, plates and printing 
is readily overcome and a good cover used by one company within its 
own organization does not conflict with another user in an entirely 
different business. 


WRITE FOR SAMPLES AND FURTHER INFORMATION 


Publishers Digest, Inc. 


415 N. Dearborn St., Chicago 10, Ill. 
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¥ 25% rag 


¥ envelopes in 6 sizes 


Rising is Right® 
Here’s Why 





Rising Bond forms have the printing surface 
and the rag content that mean clear and legi- 
ble printing on strong paper. Your printer 
will advise that the best form paper “buy”’ is 
undoubtedly— 


Rismg Bond 
¥ white and 5 colors 
V 4 weights 


f/ excellent printing surface for engraving, 
lithography, gravure or letterpress 


Write for sample brochure to BoxR.D.-2, Rising 
Paper Company, Housatonic, Massachusetts. 


WHEN YOU WANT TO KNOW...GO TO AN EXPERT! 


hising Papers 


ASK YOUR PRINTER...HE KNOWS PAPER! 


Rising Paper Company, Housatonic, Mass. 






































































10M @ $2.90M 


5M @ 3.50M 
24M@ 4.90M 


Quick Service 
$2.70 M, 81/2x11 Bond Paper 
15m LOTS Samples on request 
COrtlandt 7-1171 


PREISS OFFSET PTG. CO. 
253 Greenwich St. (Nr. Park Pl.), N. Y. C. 
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SAWDON SELF-MAILERS 


THE 4-IN-! UNIT FOR EVERY DIRECT MAIL USE 
OUTGOING ENVELOPE, SALES LETTER, 


ORDER OR. REMITTANCE FORM, 
RETURN ENVELOPE. 


DELIVERED PRINTED,FOLDED, AND SEALED; 
READY FOR ADDRESSING. 


WRITE FOR SAMPLES AND INFORMATION 


The Sawdon Company, Inc. 
480 Lexington Ave., New York 17, N.Y. 








TWO OFFSET 
DEVELOPMENTS 


The first commercial application 
of two important developments in the 
graphic arts ...is represented by the 
1949 Esso calendar. The Esso people 
say it’s their finest ever. Sent to us 
by the Lithographers National Asso- 
ciation, 420 Lexington Ave., N. Y. 
% Se & 


A big 17° x 30°, twelve-sheet cal- 
endar. Upper half of each page con- 
sists of paintings of the various Esso 
products in use. Brilliant illustrations 
in seven colors. Produced by Liver- 
more and Knight, Providence, R. I. 


The two reasons for fine work are 
1) a new 300-line contact halftone 
screen and 2) a new offset press 
plate. 


The formér was developed by East- 
man Kodak during the war for re- 
producing photographic army maps 
with required detail. 








inquiry names. 





Spring!!! The time to mail...for you. You're in the 
market for selected consumer MAIL ORDER NAMES. 


Spring!!! The time to make money, too, through 
the controlled rental of your own customer and 


It’s Good Business - -- to have a Good Broker. 
Call or write 
George R. Bryant 


55 West 42nd Street, New York 18, N. Y. Br 9-3578 
75 East Wacker Drive, Chicago 1, IIl. St 2-3686 














COMPANY NAME 


ADDRESS 


NAME OF PRINTING BUYER 


CITY 





WORLD'S BIGGEST LETTERHEAD COUPON! 
WORLD'S BIGGEST LETTERHEAD BARGAIN! 
Clin and mail today for... 


1. Big 1949 Portfolio of ‘‘Modern Letterheads’’. 
new letterheads — for giving new life to old ones. 2. Mass Production prices on quality 
letterheads — quantities from 6250 and up. All money-saving facts free. Send coupon today to 


UNIVERSAL LITHOGRAPHING CO. p27 2 Ciieee 29“iilincis 


(Subsidiary of Peerless Lithographing Co.) 


ZONE STATE 


Packed full of usable ideas for designing 








They say that the use of th’s uy. 
usually fine contact halftone <cree 
vives greater tonal range. 


The new plate, on the other hand, 
is a product of Time, Inc., re-eare) 
program .. . to develop  prevesses 
and methods for the more et icien 
production of magazines with larg 
circulations using process colo:. The 
limited details on the Time place ar 
the first to be released by Tim¢. Ine. 


It’s produced by first placing the 
printing image on a sheet of polished 
copper, and the non-printing surface 
of the plate is then chrome-plated }y 
a new patented plating process . .. 
which produces a_ highly water. 
receptive surface. 


This new Time plate is reported 
to be a long-life plate which main- 
tains high and uniform quality, gives 
more brilliant colors . . . without de. 
terioration. Process will soon be 
available for general use. 


Very beautiful job. 


SOME BAD 
LETTERS 


A new Direct Mail book has a): 
peared .. . called “How to Sell Bank 
Service by Direct Mail”. By R. 
Doan of Erwin, Wasey and Company. 
Published by Bankers Publishing 
Company, Cambridge, Massachusetts. 


Costs $4.00. 


This 145-page book contains some 
good basic Direct Mail advice for al 
users. And some suggestions thal 
should be helpful to bank-admen. 


But... why not practice what 
you preach, Mr. Doan? 


On page 42, the copy reat 
“Always be sure you have the ‘you 
attitude in your copy.” A few mor 
paragraphs follow with the “you 
thought in mind. 


Then. from pages 62 to 102... 
there are a series of letters. tha 
“were chosen as being good example: 
of well-written letters ... 


But THe REPORTER wonders. 


First letter has 3 “wes” in 
14 lines of copy. Second letter has | 
“we's” in 10 lines. Third has ; 
“wes” in 5 lines. Fourth has 1! 


THE REPORTER OF DIRECT MAIL ADVER SING 
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9). F th has 9 in 18. Sixth has 5 
in 12. And seventh has 9 “‘we’s” in 
23 lin = of letter. 


‘ we e 99 . 
Goe on ~we-ing right 


throug page 102. 


But »e “piece de resistance’ lies 
on pa LOO. 


Tui REPORTER will make no com- 


ment. Vell just reprint it... and 
vou c. have the pleasure of taking 
it apc 

Ori ally appeared in “Mac- 
Grego - Book of Bank Advertising” 
also iblished by Bankers). 


Her it 1s: 


THE IRST NATIONAL BANK OF 
BROOKLYN 
Brooklyn, New York 


\lr. Jol» Jones, 
O10 Se th St., 
Brookl N. , - 
Dear M:. Jones: 
Enclo-ed herewith we are pleased to 
send you our check for the dividend on 


your stock of the First National Bank for 
the quarter ended June 30. 


We desire also to take this occasion to 
tell you something about our efforts to 
increase the business of the bank and to 
seek your cooperation in these efforts. 


Undoubtedly you have noticed the attrac- 
live advertisements of the First National 
Bank which have been appearing from 
time to time in several of the local news- 
papers. 


These are part of a special campaign 
we are carrying on just now to get more 
business for our institution. A number of 
new depositors have been secured lately as 
the result of the cooperation of customers 
who think well enough of our service to 
give us the names of prospective customers. 


As a stockholder of this company, you 
have a special interest in its success. The 
more business we can do, the greater our 
profit account will be and the larger the 
amount you will receive in dividends; the 
larger our clientele and the more firmly 
established our institution becomes, the 
better your investment in our stock will be. 


These facts are self-evident, but we 
believe that some of our stockholders over- 


look them at times. We appreciate it if 
vou have already done anything to turn 
busines. toward the First National Bank, 
and we hope, for our mutual advantage, 


that yor can give us an increased measure 
of cooperation in the future. Please recom- 


mend vw to your friends and acquaintances 
wheney you can, and send us the names 
of prosects so that we may call upon 
them avd present our claims for their 
busines 
Very Truly Yours, | 
President. 


FEBRU RY, 1949 





MASA 
CAMPAIGN 


At the last meeting of the Mail 
Advertising Service Association . 
the first step in a campaign to pro- 


mote Direct Mail in 1949 was O.Kd. 

















The big gun in this campaign will 
be the printing and circularizing of 


special labels and blotters . . . with a 
design (see pix) especially executed 
for the MASA by Alberto Paolo Ga- 
vasci. former art director of U. S. 
Gypsum Company. 


The label will be plastered on out- 
going MASA mail .. . and should do 
a fine job of giving Direct Mail 
publicity. 


TIME OFF 
FOR TRAVEL 


A long time ago THE REPORTER 
suggested that house magazine ed- 
itors particularly and Direct Mail 
copywriters generally, should take 
time off once in a while to get away 
from the job, travel around, meet 
people and see things. Tapping new 
sources of ideas! 


So we naturally applaud a recent 
announcement by Buchanan & Com- 
pany (advertising agency) that ef- 
fective January 1949, they will grant 
six-week paid travel leaves for em- 
ployees with five years or more of 
service. 


The leaves must be used exclusively 
for travel of an extensive and not 
local nature .. . and these leaves will 
not interfere with the regular two- 
week vacations granted to all em- 
ployees. 


Chairman of the Board, John 
Hertz, Jr.. gets credit for originating 
the idea. More power to him. 








So you've already GOT 
a good mailing list... 


That’s fine! More power to you 
and to the list. Specifically, 
more earning power. Because 
your list can work for others. 
same as it does for you. 


Every year, hundreds of firms 
like yours receive extra revenue 
from their lists by renting them 
—through the D-R Special List 
Bureau to non-competing 
mailers. 


We'll gladly explain further how 
your list might prove more 
profitable. Just write on your 
business letterhead for our 
descriptive folder: “RIGHT 
UNDER YOUR NOSE.” 


D-R SPECIAL LIST BUREAU 
Division of Dickie-Raymond, Inc. 


80 BROAD STREET 
BOSTON 10, MASS. 











8 ...or you'll cut 
down on your mailing re- 
turns. The selection of an 
attractive envelope is very 
important, for the envelope 
creates the initial impres- 
sion. With Cupples distinc- 
tive envelopes you can be 
assured of a good first im- 
pression, and in turn a more 
successful mailing. 


UPPLES ENVELOPE CO., INC. 
360 FURMAN ST., B'KLYN 2, W. ¥ 
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Department Stores. 


Forget Cash Customers 


by Joe Russakoff 


Department store operators are 
funny people. They worship the 
ground that is treaded by charge 
customers, they take all the guffs 
and cuffs so freely handed out. But 
the poor cash customer is the for- 
gotten man or woman. Just a neces- 
sary nuisance who helps the stores 
pay bills on time and cuts down the 
stores’ needs for working capital. 


I'm one of those old-fashioned 
people who avoid charge accounts for 
myself and family. Buy now, pay 
later, is a strong temptation, but not 
for us. If we yielded to it, I’m sure 
that we'd not only overbuy, but join 
the merry-go-round of returns. ex- 
changes. claims that usually follow. 
and are the bane of retailers because 
they re so expensive. 


| like a bargain as well as the 
next fellow. but because [’m not a 
charge customer, the stores don't 
bother to notify me about sales. mark- 
downs. special offerings. They have 
my name and address. much of the 
merchandise I have bought has been 
shipped to my home, and*some of 
the items were quite expensive. so 
they had an indication of capacity 
to buy and pay. When I joked about 
this to a store treasurer, whom | 
happened to know quite well. he 
immediately had me put on their 
list. For about two years the store 
announcements came through. and 
then stopped coming. Probably some- 
one was “correcting” the mailing list. 


Department stores aren't alone in 
failing to utilize their customer lists 
for Direct Mail in an efhicient manner. 
There's a fine men’s store not far 
from here, for instance. They invite 
charge accounts, and spend a lot of 
money for newspaper and magazine 
advertising, plus Direct Mail. Even 
after buying several suits and one 
overcoat there. paying cash on the 


line. | was never able to make the 
grade of being admitted to their 
mailing list. I suppose that’s an 
exclusive prerogative of their charge 
customers. 


It’s probably safe to say that 
these people have never used Direct 
Mail properly. 


On the other hand, is a group 
which has tried, and because of ignor- 
ance or indifference has paid inade- 
quate attention to lists used, sent out 
mail in an extravagant manner to 
names galore—then because of the 
waste involved. failed to achieve sat- 
isfactory results. Therefore Direct 
Mail advertising is not good. as far 
as they re concerned. 


This group can be identified any 
day by the mail that comes across 
your desk, obviously sent to you 
because your name appears in the 
telephone directory. If you happen 
to have several listings. that’s fine 
and dandy. you receive the announce- 
ment addressed to each listing. 


When these people tote up the 
returns from a mailing sent indis- 
criminately to every name in_ the 
phone book, they sadly wag_ their 
heads and say Direct Mail doesn’t 
pay. How could it? 


Even the increasing costs of ad- 
dressing, paper and now postage. 
haven’t stopped the use of unselected 
mailing lists. 


It's really everyone’s job to help 
stop foolish and wasteful use of any 
advertising medium. No one wins 
when a campaign or mailing is a flop. 


It only means that a lot of work 
done by a lot of people has gone to 
waste. There are too many people in 
business today as advertising pro- 
ducers, suppliers. creators and ad- 
visors who havent yet grown up 
to realize this. 





Reporter's Note: Here is a little tirade worth printing. Joe Russakoff heads Vanguard 
Advertising (now in its twelfth year). He is public relations counsel for both the DMAA 
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WANNA CASE 
OF SCOTCH? 


Here’s a piece that shoul cer. 
tainly interest REPORTER reade s, A) 
unusual and clever idea. 


Four-page folder, 8144" x 1] .., 
with heads printed in light blue bod, 
in black. | 


Here’s the whole thing. 
Page One 


. Hurreee ... Hurreeee! 


Before Its Too Late! 


Win a Case of Scotch 


Hurree .. 


Enter the “Lankenau Placement’ Con. 
test. No box tops to tear off! No se:tence: 
to finish in 25 words or less. No mysterious 
voices to identify! No old songs to name! 


Page two 


Who Is “Lankenau?” 


He is Henry Patrick Lankenau- -racon. 
teur, bon vivant, writer, advertising and/or 
sales promotion manager. Young enough 
to be eager, vital and receptive; old enough 
to be stable, experienced and practical. 


What Will His Next Employer Gain? 


Nigh unto 20 years of experience in ad: 
vertising, sales promotion and merchandis- 
ing. A conscientious, loyal employee. 4 
happy, even disposition. A sense of humo 
—pungent, whimsical, keen. A_ personable. 
not-altogether unhandsome character . .. 
well, at least, he’s neat! Imagination- 
ability—talent—originality. And _ nearly 6 
feet, 200 pounds worth of healthy human 
anatomy, with a normal complement 6 
toes, fingers, teeth, hair (albeit, receding), 
and all other significant appurtenances. 


What Does His Experience Include? 
Publication advertising, both _ institu 


tional and trade. Direct Mail advertising. 
Sales promotion. Merchandising. Marke! 


research. Public relations. Administration. 
Copywriting. Layout, rough art and car 
tooning. 


Where Has He Acquired His Experience? 


Robert F. Branch Advertising Agency. 
Union Bag & Paper Corporation. Nationa 
Process Company. Hansch Radio Com 
pany of New Jersey. Albert Frank Adver 
tising Agency. (And 2% years with th 
United States Navy in World War IL) 
What Sort of Hobbies Does He Have” 
Creative writing. Reading. Music. 5pec 
tator sports. And “good, clean fun”! 


What Are His Bad Habits? 


Tut tut! If you must know, h-wevel 
he drinks socially, smokes Chest: rfield 
goes to the movies occasionally, lis ens \ 
Fred Allen, is in love with his ow wile. 
makes friends too quickly, and on: 2 reaé 
all the ribald classics he could | et hi 
hands on. 
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Where [-es He Live? 


He o ns a modest, white house with a 
f in Northern New Jersey. He 


green 

has live. in it for over 20 years, which cer- 
‘ainly dicates remarkable perseverance. 
His ad) ess is 86 Glenwood Avenue, Le- 
onia, N. » Jersey, and his telephone number 
is Leon 1-0788. 


Page tl -e 


Rules of he Contest 
1. He ‘s all you have to do to enter the 
co. st: Simply contact people you 


kn personally or do business with, 
an. who you believe might most 
log ally and profitably make use of 
“T> k’s” capabilities. 


Te them about his qualifications. 


~r 


3. An oge for an interview during which 
he an present examples of his work 
anc discuss in more detail biograph- 
ica data, business background, am- 
biti as and... yes, we must face it! 


-alary. 
4. The person whose initial contact re- 
sul). in “Lank’s” placement with a 


rep. able concern will receive one case 
emium quality Scotch whiskey. 


~ 
— 


5. Sho wld the winner prefer a beverage 
of another type—bourbon, rye, brandy, 
Canadian, Irish, gin, rum, vodka, beer 
or \voMate -he may specify any fa- 
voriie. brand of comparable quality 
and price, 


6. A.A 


jeel Ts 


members or “conscientious ob- 
will receive a gift certificate 
for Wallach’s Fifth Avenue approxi- 
mating the cost of a case of Scotch. 


7. In the case of duplicate efforts which 
result in suecess, the decision of the 
judge (Henry P. Lankenau) must be 

considered final. (He will be mindful, 

ef course, of the Judgment of Solo- 
mon; or, The Case of The Babe With 

Two Mothers.) 


8. “Lank” reserves the right to decline 
any offers which do not present an 
opportunity for advancement, adequate 


remuneration and a reasonably sound 
future. 


9. This contest is limited to residents of 
the United States who can pronounce 
“Lank’s” last name properly. 


10. Contest closes—damn soon, I hope. 
Enier Now! Dont Put It Off! 
Get on the Phone! 

WIN THAT CASE OF SCOTCH ... 


.. and “Lank’s” sincere gratitude and 
eternal friendship. 
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» Reece tly received a mailing from 

» Albert ‘ourges. President of Bourges, 
Inc. | 6 Fifth Avenue. New York 


| FEBRU, RY, 1949 


11, N. Y. They are the makers of 
those pre-colored plastic overlays 
called Colotone that artists and de- 
signers use for preparing copy for 
the engraver. 


Permits the artist to show dum- 
mies and finished copies in same col- 
ors as printing inks. And the en- 
eraver has colors already separated. 


Mailing included typewritten let- 
ter, reprints of a testimonial letter 
and an article from Monsanto’s house 
magazine ... that tells about Bourges, 
“the perennial gadfly in the world 
of graphic arts.” 


The transmittal letter has a differ- 
ent slant to it. Here it is: 


Dear Mr. Hoke: 


Enclosed is the first of our new ILLUS- 
TRATED literature to go out to our clients 
and those who have requested literature 
at conventions and demonstrations. 


We would like to put your name on 
list “F” which is neither for clients nor 
prospects, but FRIENDS who we think 
may be interested in the progress and de- 
velopments that we are making in con- 
nection with new processes and products. 

You will not be sent price lists and 
order blanks, unless you request them. 
Neither will you be bothered with similar 
data to be enclosed, if we do not have 
some assurance it is welcome. Please fill 
out the enclosed slip marked “F,” which 
will give us that desired assurance. 

Please also favor us with some comment 
on what we are doing. 


In appreciation. 
Sincerely, 


Albert R. Bourges 


HAWK 
TALKS 


H. A. “Hawk” Jenssen, Vice-Presi- 
dent of Onox, Inc., 121 Second Street, 
San Francisco 5, California .. . is 
originator of a friendly, funny, 
monthly letter. Sent to industrial 
prospects of his athlete’s foot pre- 
ventive. They're excellent. 


Called “Hawk Talks.” 


Here’s No. 31. Has a line drawing 
of a dog with, lantern on tail... and 
a quizzical look on face. 

It’s a lucky thing this is still a free 
country. 


(Continued on Page 30) 








THE STRONGEST LINK IN 
THE MAIL ORDER PROMO. 
TION OF ANY PRODUCT IS 
THE EFFECTIVENESS OF THE 
LIST USED. 


WE CAN SUPPLY LISTS 
CAREFULLY SELECTED ON 
THE BASIS OF CUSTOMER 
PURCHASING PREFERENCE. 


WILLA MADDERN 
LIST BROKER 


215 Fourth Ave., New York 3, N. Y. 
Gramercy 3 - 3440 











Automatic enclosing 
is a reality... 


We are now saving large 
volume customers over 
3314400 on mailing costs. 
(In lots of 25,000 and 
up.) Call us to diseuss 
our automatic enclosing 
machines and how they 


can save for you, too. 


XA 


True-Sullivan-Neibart 


381 4th AVE., NEW YORK 16, N. Y. 
Murray Hill 4-2724-5-6 
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REACH—ALL 
Mailing “Lists on Labels’ 


$3.85 


Per M Addressed Labels 


A LIST FOR EVERY PRODUCT 
Send for Complete Catalog Today 


REACH ALL CO. 


209 E. 2nd St. New York 9, N. Y. 
53 W. Jackson Bivd. Chicago 4, Il. 











DIRECT MAIL MAN 


One of the Top-Ranking and Best 
Known Young Department Heads 
in the Country Seeks Broad Re- 
sponsibility and Opportunity. Able 
to Take Full Charge All Phases of 
Large Operation —_ Publication, 
Product or Service. $12,000 Mini- 
mum Salary on Annual Contract 
Basis. Box 21, The Reporter, 17 
E. 42nd St., New York 17, N. Y. 











MAGIC WORDS 
That Sell by Mail 


Let us put to work for you certain “magic” 
words that get maximum orders for meri- 
torious products. We are a fully recognized 
advertising agency with a staff of top-flight 
mail order specialists. Established 1926. 
ARTWIL COMPANY, Advertising 
24-R West 48th St., New York 19, New York 
Plaza 7-1355 














Remember 
WM. F. RUPERT 


Compiler of national birth 

lists EXCLUSIVELY for the 

past fifty years. 

90 Fifth Ave., New York 11 
CH 2-3757 


When you 
need 


RECENT 
BIRTH 
LISTS 











Success 


your Aim Success 
our Name 
Specialized in Mailing List 


BROKERAGE 


For your Spring Campaigns contact us now 


SUCCESS LIST COMPANY 
111 BEDFORD ST., NEW YORK 14, N. Y. 














——" 


ART WORK and CUTS 
Distinctive’ handlettering 
with “BLACK & WHITE” 
layouts PAY OFF. 











Send your requirements and $1.00 for 
a preliminary sketch. 
Prompt Service Quality Work 
Marvic, 1665 E. 31st St.. Brooklyn 10, N. Y. 
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I say “lucky” because it’s so easy to pass 
laws which take our freedom away. 


Maryland has a law which says a man 
can't call on his girl friend six times in a 
week unless he proposes to her. 


A law in Detroit regulates the size of 
wheat cakes. 


A law in Massachusetts forbids anyone 
to lounge on the shelves of a bakery. 


A law in Nebraska forbids barbers to 
eat onions between 7 A.M. and 7 P.M. 


A law in Winchester. Mass., says a 
young girl cannot dance on a _ tightrope 
except in church. 


And a law in Ohio says that any animal 
on the street after dark shall prominently 
display a red tail-light! 


These are only 6 out of maybe 6000 
screwball laws to destroy our most precious 
heritage, freedom. So “it could happen 
here.” But it hasn’t. We still have a Jot 
of free enterprise, free competition and 
free choice, and we can thank our lucky 
Stars and Stripes for that! 


That freedom of enterprise and competi- 
tion has allowed Onox to enter the field 
at the bottom and work its way to the top. 
That freedom of choice has made it pos- 
sible for 71% of the largest industrial 
concerns in America to choose Onox as the 
best athlete’s foot preventive in the field 
today! 

Yours for foot health, 


H. A. Jenssen 


LABEL BILL 
COLLECTOR 


A touchy subject with every busi- 
is collecting unpaid bills 
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THE REPORTER OF 





diplomatically. How to get the 
paid without hurting customer’s 
ings. How to keep an old “de 
good business prospect. Like m 


in-law trouble. 


Well. Ever Ready Label Cor 
tion, 141-155 East 25th Street. 
York 10, N. Y. seems to have | 


a couple of answers (see pix). 


Janet Gibbs sent us copies of 
recently-produced 
. .. that have actually chipped 
letters of congratulation from 
who “appreciated and liked” ’e: 


THE REPORTER likes them too 
please note that we received the 
an editorial basis. Addressed to 


Doe. 


Both are labels pasted on. 
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lette wheel is in red, black and green. 
Sad-faced sun in bright yellow. Ver 


colorful. 


THANKS A 
MILLION 


M. S. Ginn & Company (stationery 
and office supplies) 1417 New York 
Avenue, N.W., Washington 5, D. C. 


have a clever idea for end-of-year 


statements. 


sheet statement form . . 


Instead of usual single 
. it’s a four- 


page affair with statement on first 
page. On third page is a processed 
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letter 
Copy : 


om the president. Here’s the 


December 31, 1948 


T! \NKS. ANOTHER MILLION 
VV. > GINN & COMPANY has had an- 


other \ y successful year, because of your 
faith « d patronage! 


Tod: we are recognized as one of the 
outstar ing Stationers of the country. 


It is iting that we pause in the midst 


of tak 2z inventories, closing books for 
the ye and all of the end-of-the-year 
busine’ necessities to THANK YOU sin- 
cerely or your contribution in our won- 


derful ast. 


We tend our heartiest wish, to you, 
for a .gger and brighter 1949 and the 
hope ‘ at our business relationship will 
contin’ in the same spirit that it has in 
1948. 


Cordially yours, 


Hugh V. Keiser, 


President 


(Signed) 


Rep. -ers Note: Sounds like a sensible 


and us.vole idea. 


IT COULDN'T 
BE DONE 


Here's an interesting note from the 
Director of Public Relations of Union 
College. Schenectady 8, New York. 


Dear Mr. Hoke: 


Congratulations to you for running the 
article “Stop Worrying About Length,” by 
Howard Dana Shaw. 


The doubting Thomas’s on our alumni 
gift fund committee said it couldn’t be 
done when we proposed an eight page letter 
to be mailed to every one of our 8,266 
alumni. 


We have never had such a favorable re- 
sponse to any other mailing (yes. we 
mailed the letter anyway). 

So from now on we are throwing away 
all so-called formulas for the ideal length 
and planning each mailing simply in terms 
of what we want to accomplish with it. 

Keep your magazine coming. It always 
supplies us with ideas and has saved the 
subscription price many times over. 

Cordially, 


(Signed) Francis C. Pray 


A NOVEL 
CORNER CARD 


Here’s an interesting report from 
Ek. C. Boyce of Savannah, Georgia. 


Thought you’d be interested, Mr. Hoke, 
. in the novel corner card on this 





envelope | received from one of our dealers 

-Merry Supplies of Augusta, Ga. We 
think it’s a very effective “eye catcher” and 
good will builder. 


This unique envelope “flash” is typical 
of the highly original advertising and pro- 
motion which have made “Merry” a house- 
hold word in Augusta and the surrounding 


(Continued on Page 32) 
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MORE TESTED MAILING LISTS 


Ask for descriptive cards on these lists 


Industrial list Bureau 


THE HOUSE OF TESTED MAILING LISTS 
GRamercy 7-5169 


15,000 Extractive Industries 
28,000 Fiscal Agents 

21,000 Personnel Executives 
500,000 Progressive Laborites 
18,000 Psychiatric Practitioners 
15,000 Taxation Specialists 


New York 3, N. Y. 
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Low Cost Typesetting! 


Yes, Fototype gives you a way to 
knock out heavy typesetting costs 
and expensive delays. Sharp, clear 
letters on white card-stock or acetate 
make composition so simple that any- 
one in your office can handle it. 
Speedy Fototype saves up to 90 per 
cent over metal typesetting, puts 
control of production right in your 
hands! Ideal for setting heads, dis- 
play lines,or complete ads. Whether 
your printing is done by quality off- 
set, or a small office duplicator, Foto- 
type will make typesetting a matter 
of minutes. Ask for FREE illustrated 
catalog showing method and speci- 
men type faces. This entire ad set 
with Fototype! aa 
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1413 ROSCOE STREET, CHICAGO 13 
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TYPESETTING 


for 
Letterpress or Offset 


® Monotype or linotype 
® Reproduction proofs 
® Cellophane proofs 


® Proofing halftones on 
cellophane 


® Glassine proofs 

® Electrotypes 

® Vinylite molds 
Complete typographic lay- 
out service. 
Large number of machines. 


Highly trained staff of 
printers and machine op- 
erators. 


Small or large jobs of type- 
setting. 

If you have a composition 
problem we can help you. 


Write us on your next job. 


LINXWEILER PRINTING CO. 
DECATUR, ILLINOIS 





















area. As a result, Mr. Merry has built in 
two years a building supplies business 
which, it is estimated, will gross $500,000 
in 1948. 

Cordially, 


Southern States [ron Roofing Company 
(Signed) E. C. Boyce 
Director of Advertising 


Illustration on page 31. 





CLASSIFIED ADS 





ADVERTISING AGENCIES 





SELL YOUR PRODUCT WITH pulling 
mail order, agent ads. 
We show you how. 
Martin Advertising Agency 
I5P East 40th Street New York 16, N.Y. 





FOR SALE 





5 L. C. SMITH STENCIL CUTTING 
MACHINES. Series 2030000. Perfect con- 
dition. $150 each. Tradetype, Inc., 24 
South Grove St., Freeport, N. Y. 





HELP WANTED—MALE 





LETTER SHOP PRODUCTION MAN 
WANTED for a leading shop located in 
Baltimore, Maryland. Must serve as a 
working superintendent, and have knowl- 
edge of various letter shop production pro- 
cedure. This is an excellent opportunity 
with a good future for the right person. 
Give home phone number, and all informa- 
lion pertaining to age, past experience, 
previous earnings and any other informa- 
tion you may consider necessary. Box 
22, The Reporter, 17 E. 42nd St., New 
York 17. 





MAILING LISTS 





10,000 WOMEN MAIL ORDER BUYERS. 
\ctive Customer List. For full details 
write: George Lenhoff, Lincoln 8, Nebr. 





ADDRESSING $3.50 THOUSAND 
No charge for our lists 
SPEEDADDRESS BY SPEEDAMATIC 
48-02 43rd St.. Woodside, N.Y. 





MULTIGRAPHING SUPPLIES 





RIBBONS, INK AND SUPPLIES tor the 
Multigraph, Dupligraph and Addressograph 
machines. We specialize in the re-manu 
facturing of used ribbons. Chicago Ink 


Ribbon Co., 19 S. Wells St.. Chicago, III. 





SITUATION WANTED 





DIRECT MAIL SPECIALIST—Plan cam- 
paigns, follow-up details of execution. Cre- 
ative copy for trade and consumer purposes. 
Successful record. Edit house organ. 
Familiar with lettershop process. Age 28. 
Box 23, The Reporter, 17 E. 42nd St., N. Y. 
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SAMPLING THE 
INCOMING LETTERS 


The following item appeared in 
recent issue of Efficiency Magazine 
edited and published by Herbert N. 
Casson of London, England. It’s an 
old song . .. but worth repeating 
many times. 


Mr. Hughston McBain, the Scot who is 
at the head of the big Marshall Field’s 
department store in Chicago, has an odd 
habit. He samples the correspondence. 


Every morning he has 30 unopened let- 
ters brought to his desk and he opens them 
himself. “In no other way,” he says, “can 
| keep in touch with the business with so 
small an expenditure of time and energy.” 


Perhaps he is right. Perhaps not. Nearly 
all the 30 letters would be routine letters, 
that should not be delayed for a couple ot 
hours. But now and then he would find a 
complaint and that would be a_ useful 
discovery. 


| would suggest to him that once a month 
he should look at 30 of the outgoing letters. 
He might find that letters are being sent 
out by people who don’t know how to write 
them, and by clerks who are not authorized 
to write them. 


Certainly the head of a large firm should 
know something about the letters that come 
into his firm and the letters it sends out. 


AIGA EXHIBITION 


On January 24th, one of your 
reporters attended the opening of the 


printing exhibition sponsored | + the 
American Institute of Graphic Art 
... at 115 East 40th Street, Ney 
York lo, N. Y. 

It closed February 5th. 


There, tacked to the walls, were 
the outstanding pieces of pr iting 
that were entered in contest. 


Chief requirements were “I » put 
before the public eye, printing >rod. 
ucts which portray an integrati »n 0! 
all factors of planning, desig: . ari 
work, reproduction and printin. .” 


The jury, headed by Will B «rtin, 
Art Director of Fortune Mazazine 
. . . took two full days to eximine 
the 2000-odd entries. 


In a letter to AIGA Pre: ident 
Klopfer . . . Burtin concluded that 


Relatively few of the entries clearly re. 
flected the original purpose of the «xhibi. 
tion. The jury was forced to conclude thai 
the printing industry and designin: pro- 
fession were not as closely integrated no. 
as broadly conscious of their cultural re 
sponsibilities as had been hoped. 


So three categories were created. 
One for excellence of design and 
printing. Another for excellence o! 
design only. A third for excellence 
of printing only. 


An interesting afternoon for your 
reporter ... with many beautiful and 
well-designed printed pieces. 


A nice show. 
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Borrowing again from “Standard Time,” h.m. of The Standard Envelope Mfg. 0. 
1600 East 30th Street. Cleveland 14, Ohio. 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING MACHINES MAIL ADVERTISING SERVICES (Lettershops) 
weber . dressing Machine Company.......... Mount Prospect, Illinois Advertisers Mailing Service, Inc...... 915 Broadway, New York 10, N. Y 
Century Letter Co., Inc.......... 48 East 2ist St., New York 10, N.Y 
a ee Mary Ellen Clancy Company ..... 250 Park Ave., New York 17, N. Y. 
M, VICTC *. «es cee ee es ceercccecees 2-9th Ave., Brooklyn 32, N. Y. Mailograph Co., Inc........ .39 Water Street, New York 4, N. Y. 
Mailways........ . 200 Adelaide St.. W., Toronto 1, Ontario, Canada 
; ee ART ee ~ = Sst.. B kl 10. N.Y Plummer Letter Service.. “ede <ibide Box 294, Chillicothe, Missouri 
Marvic ustrations............+. - . nin ei ois The Rylander Company.............. 19 South Wells St., Chicago 6, Ill. 
ATIC INSERTING Willis Services...... ..... _ .+..33 West Hubbard St., Chicago 10, Ill. 
True, Si ivan, Neibart ee at nee Ave., New York 16, N. Y. Woodington Mail Adv. Service........ 1316 Arch St., Philadelphia 7, Pa. 
AUTOMATIC TYPEWRITING MAILING CONTAINERS & BOXES 
Ambass:. or Letter Service Company... 11 Stone St., New York 4, N. Y. TRE Maso BOK COMPOS... cccccccccccccccccccess Attleboro Falls, Mass. 
BOOKS MAILING LISTS 
Graphi ooks. Inc 17 East 42nd St.. New York 17. N.Y Advertisers Mailing Service, Inc ..... 915 Broadway, New York 10, N. Y. 
ra ( BD, BEV. ce - - ee eeeeeresess *9 ’ . . 


BUSINESS FORM CREATIONS 
Sno Bet 10M. cccccecess 


.....3304 Grimes Ave., No., Minneapolis 12, Minn. 


George R. Bryant........ 
D-R Special List Bureau 
Wee BIOOH ss cecceccescees 
Guild Company.......... 


ee Tee 55 West 42nd St., 
bi; oe senedeckeeul 80 Broad St., 


New York 18, N. Y. 
Boston 10, Mass. 
, New York 19, N. Y. 
, New York 11, N. Y. 


CARDVERTISER Industrial List Bureau.............. 45 Astor Place, New York 3, N. Y 
The Elli .t Addressing Machine Co..127 Albany St., Cambridge 39, 4Mass. ES 6660600004 ncveccueen 215 Fourth Ave., New York 3, N. Y. 
Ee - 25 West 45th St., New York 19, N. Y. 
DIRECT MAIL AGENCIES J. R. Monty’s Turf Fan Lists...... 201 East 46th St., New York 17, N. Y. 
D. H. A!. end Company, Inc........ 325 East 44th St., New York 17, N. Y. Mosely Selective List Service.......... 38 Newbury St., Boston 16, Mass. 
Artwil C mpany....... eescescecoues 22 West 48th St., New York 19, N. Y. ~ W.S. Ponton, Inc...... 635 Avenue of the Americas, New York 11, N. Y. 
Dally & FRREM, Bc cccccceccececes 633 N. Water St., Milwaukee 2, Wis. Reach-All Company.......... ....209 East 2nd St., New York 9, N. Y. 
Jules Li: »it Advertising, Inc...... 130 West 42nd St., New York 18, N. Y. Wes Be Bee cc ccccccccccccecceces 90 Fifth Ave., New York 11, N. Y. 
McNulty Advertising Agency...... 308 W. Washington St., Chicago 6, Ill. Success List Company............ 111 Bedford St., New York 14, N. Y. 
MeMeeravk GO, BWiBcccccceceseces 39 Water Street, New York 4, N.Y. James E. True Associates.... 381 Fourth Ave., New York 16, N. Y. 
Reply-O Products Company...... 150 West 22nd St., New York ll, N. Y. MESSENGER SERVICE 
Tested S:les Producers, Inc........ 131 West 53rd St., New York 19, N. Y. «ad , . 
° Airl livery Service.......... East 42nd St., New York 17, N. Y. 
Philip J. Wallach Company........ 150 East 35th St., New York 16, N. Y. ne ene See oa oe vadlintes 
METERED MAIL EQUIPMENT 
DIRECT MAIL TRAINING COURSE i Te... ceeekneeeak:  seower .. Stamford, Connecticut 
BD MONG. cc ccccsveccecescecen ---17 East 42nd St., New York 17, N. Y. MULTIGRAPH TYPE 
ENGRAVERS Uni-Bar Fastype Company ..138 North 12th St., Philadelphia 7, Pa. 
Pioneer-iMosS, INC... cccccccccces 460 West 34th St., New York 1, N. Y. MULTIGRAPHING 
The Michael Press.............. 145 West 45th St., New York 19, N. Y. 
ENVELOPES 
American Envelope Mfg. Co........ 26 Howard St., New York 13, N. Y. OFFSET PLATEMAKERS 
Atlanta itnvelope Company Snake ail Post Office Box 1267, Atlanta | Ga. Michael Lith Company SCCOCSCCOZEOS 145 West 45th St., New York 19, N. » 
Cupples-Hesse Corp........ 4175 N. Kingshighway Blvd., St. Louis 15, Mo. PAPER MANUFACTURERS 
Samuel Cupples Envelope Co., Inc...... 360 Furman St., Brooklyn 2, N. Y. The Champion Paper & Fibre Company 


Curtis 1000, Inc 


TT TTT TT TT errr Te 380 Capitol Ave., Hartford 6, Conn. 


i casnhand ia eauen Hamilton, Ohio 


Hammermill Paper COMPANY ..ccc ccccccceccccccccc: Erie, Pennsylvania 
Direct Mail Envelope Co., Inc...... 15 West 20th St., New York 11, N. Y. International Paper Company....220 East 42nd St., New York 17, N. Y. 
Massachusetts Envelope Co........ 641 Atlantic Ave., Boston 11, Mass. The Mead Corporation........ ..... 230 Park Ave., New York 17, N. Y. 
The Standard Envelope Mfg. Co...1600 East 30th St., Cleveland 14, Ohio Relea TO GOON lc cece ccccscceeses Housatonic, Massachusetts 
Tension Envelope Corporation...... 345 Hudson St., New York 14, N. Y. 
United States Envelope Company.............eee-; Springfield 2, Mass. PLATES & STENCILS 
The Wolf Envelope Company...... 1749-81 E. 22nd St., Cleveland 1, Ohio Remington Rand, Inc................ 2 Main St., Bridgeport 1, Conn 
POSTCARDS 
ENVELOPE SPECIALTIES 
The Sawdon Company, Inc...... 480 Lexington Ave., New York 17, N. Y. Sake indie Muaerensts..- means: 145 West 45th St. New York 19, N. y. 
| HAND COLORING PRINTERS & LITHOGRAPHERS 
Reba Martin, InC..........seeee. 145 West 45th St., New York 19, N. Y. pC 335 Adams St., Brooklyn 1, New York 
INKS ee Se GE i ones. cacsscanes 30 Irving Place, New York 3, N. Y. 
Interchemical Corporation............ 350 Fifth Ave., New York 1. N. Y. BGG FPUGRS, TRG... cccccccccss 400 North Homan Ave., Chicago 24, Ill. 


senend — 
8% 1281 - 38th St., 


LETTERHEADS 
Lithographing Company... 


| ee + COVERS 
Publishers Digest, Inc..... 


MAIL ADDRESSING STICKERS 
Eureka Specialty Printing Company 


ee 


Potdevin Machine Company 


Universa! 


.-415 North Dearborn St., 


..Scranton, Pennsylvania 


The Michael Press...... 
Preiss Offset Printing Co 


Brooklyn 18, N. Y. 


National Bundle Tyer Company................ 
. .4309 Diversey Ave., Chicago 39, III. 


Ameérican Type Founders Sales Corp.............. 
Fototype, Inc.. . . .. 


Chicago 10, Ill. 


Linxweiler Printing Company...... 


....145 West 45th Street, New York 19, N. Y. 


255 Greenwich St., 
TYING MACHINES 


New York 7, N. Y. 


Blissfield, Michigan 


TYPE FACES 
..Elizabeth, N. J. 
Chicago 13, Il. 


eegueneenet 


259 So. Park St., Decatur, Il. 





His wife was visiting her mother. When 
he arrived home late one night, a note 
fastened to the telephone caught his eye. 


In ns iandwriting of the Polish maid he 
read: 


“Mz Nx Kuldop. Zo Sum Ykam Kulrop. 
Nemera Owlete Tzgonabe. Kulrop.” 

Half the night he lay awake puzzling 
over th mysterious message. In the morn- 
ing the maid explained: 

“Mr:. Nix called up. So soon you come, 
call her up. No matter how late it’s gonna 
be, cal! her up.” 

—from “The Penn-T rail” 


hm. of Penn, The Florist 
124 Tremont Street 
Boston, Mass. 


RY, 1949 


Kindergarten was dismissed for the 
day, and as two little boys stood on the 
corner waiting to cross the street, a little 
girl tripped by and smiled at one of the 
little boys. 

“Her neck’s dirty,” said he. 

“Her does?” said the other. 


—from “In Transit” h.m. of 
The Atlanta Envelope Co. 


All Depends on the Point of View 
“Aren’t those chimes melodiously beauti 
ful? Such harmony, so enchanting.” 
“You'll have to speak louder. Those darn 
bells are making such a racket I can’t hear 
you.” 
—from “Rittertalk” h.m. of 
P. J. Ritter Company 
Bridgeton, New Jersey 





“Boys,” said the good old clergyman 
to the boys in his Bible class, “you should 
never lose your tempers. You should 
never swear or get excited or angry. | 
never do. Now to illustrate: You see 
that big fly on the end of my nose? A 
wicked man would get angry at that fly, 
but not me. I calmly say, Go away fly, 


go away now. Good God Almighty! It’s 
a bee, damn it all!” 
from “The Howard Way,’ h.m. 


edited by Thomas Dreier for the 
Howard Bros. Mfg. Company 
46 Vine Street 

Worcester 8, Massachusetts 
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SHORT NOTES 


(Continued from Page 7) 


177-195 Richmond Street West, Toronto 
2B, Canada. A 24-page, 4’2"x 64”, orange 
and black booklet, tithed “Your Life in 
RGB”. Received enthusiastic reception 
when it was passed out. Third . . . was 
mailed to employees’ homes by Mis- 
souri Pacific Railroad. In blue and black. 
52°x8'%", also to be given to new 
employees as introduction to their new 
life. All nice clean jobs. 


JJ 


LITTLE THING CALLED 
PUBLIC RELATIONS” is a small, 20- 
page, 4'1"x 7” booklet written by former 
\. P. of Pennsylvania Bell Company .. . 
Peter Schauble. Very light, breezy style. 
Tells how the telephone gal, delivery 
man, person who makes out the bills .. . 
can all be good and bad public relations 
risks. If you'd like to get hold of a 
copy, write p. r. consultant Schauble in 
Haverford, Pa. and he'll see you get one. 


> “THIS 


pp 


> LEWIS KLEID of Mailings Incorpo- 
rated, 25 West 45th Street, New York 19. 
N. Y. sent us one of their 1949 calen- 
dars. Should be of special interest to 
all Direct Mail users. Memo-calendar 
has space for reminder notes on the 
big, 10°x 12%.” pages. But the unusual 
part... is on back of each page. Here 
are all sorts of tidbits of mailing in- 


formation. Question and answer inter- 
views with “experts”. Reply devices. 
Lists. Die-cuts and pop-ups. Scents in 


Direct Mail. Postal hints. And many 
more ... to fill the 15 pages. Cost 
is $1.00. 


eee 


&> THE BRITISH DIRECT MAIL Adver- 
tising Association has moved from Fleet 
Street . . . to new quarters. Now at 
Kingsway Chambers, 162a Strand, Lon- 
don, W. C. 2, England. Miss Iris Sten- 
ning, who left the Association in July 
of 1947 . came back again to her job 
as General Secretary. 


JJ 


> “BROTHERHOOD WEEK” will be 
observed February 20-27. Sponsored by 
the National Conference of Christians 
and Jews whose purpose it is to 
“promote justice, amity, understanding 
and cooperation among Protestants. 
Catholics and Jews”. Incidentally . 

they are doing a nice job of passing the 
word around. We were informed by a 
kit containing explanation of what “Broth- 
erhood Week” is. Also statements by 
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notables. All enclosed in a practical red 
and white folder. 


& GOT SOMETHING to sell to the 
boys in Uncle Sam’s Navy? Well, the 
Navy Department and the Post Office 
have decided to lift restrictions on the 
mailing of third class advertising and 
circular matter to Navy and Coast Guard 
men aboard ships ... and at points over- 
seas. Such mailings were nixed in June 
of 1943. The restriction still holds for 
Army personnel. 


qa 
a 
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&> HERE’S IPIsS 
Guide. 


NEW Letterpress Color 


Shows 108 colors for general 





work plus new process colors and an 
improved line of halftone blacks. Glit- 
tering cover design by Alice and Martin 
Provenson. Twenty, 10°x 12” pages of 
color swatches and instructions indexed 
for instant reference. Bound to sturdy 
cover stock with flexible plastic. Also. 
a pocket edition which packs all 
108 colors in a 2% "x4 format. Free to 
printers and ink users. Write . . . IPI. 


350 Fifth Avenue. New York 1. N. Y. 
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> ADVERTISERS. MEDIA and students 
might be interested in a 20-page_bibli- 
ography, “100 Books on Advertising” 
published by University of Missouri 
School of Journalism. Compiled by Pro- 
fessor Donald Jones. Write to U. of M. 
at Columbia. Mo. for free copy. 


oT 
aed 


> THE REPORTER AND THE DMAA 
were shocked to hear of the sudden pass- 
ing of Randy Clement. The Direct Mail 
fraternity has lost a fine’ friend. On 
Board of Directors of DMAA for 1947-48 

and 1948-49. Western representa- 
tive for the Association. 


JJ. 


& CO-CHAIRMEN OF THE MASA Com- 
vention, which will be held at the Con- 
gress Hotel, Chicago . . . September 17-20, 
are A. J. Jolie of the Hensley Company 





and Roy Rylander of the Rylander Con. 


pany. Both of Chicago. Program ‘hair. 
man is John Yeck, of Graphic * :rvicg 
and Yeck and Yeck, Dayton, Ohio The 
DMAA Convention will follow fro a the 
2ist ... till the end of the week. 


JJ 


> THE PERMUTIT Company, 33' Wes 
42nd Street, New York 18, N. Y. (tl ough 
Newell-Emett) recently made a__ urve 
for “Water Works Engineering,” trade 
magazine in the water supply fie |. 4 
letter was sent only to active me nber 
of the American Water Works A socia- 
tion. Accompanied by a one-page ques 
tionnaire. In ten days . .. 278 | 13%) 
responses were received. 


JJ2 


& PHOTOSTATS IN COLOR ar: now 
available from Thomas B. Noble Asso- 
ciates, 302 East 45th Street, New York Ii. 
N. Y. Can be used for sales promotion. 
copying layouts, presentations, small 
quantity displays and other such uses. 
You provide artwork. proofs, ads, paint. 
ings, Kodachromes . and they'll en. 
large up to 16°x20°. Costs for an 
8°x 10” are $3 per print, plus $25 prep. 


aration charge. 
JJ 


>A BEAUTIFUL POST CARD, in 
four twinkling colors, was sent us and 
all neighbors of the 41st Street Roger: 
Peet (men’s clothing) store. Simulated 
pen and ink message on back asks u 
“as one neighbor to another” to visit the 
store. Hand-written name and addres 
matches. Colorful illustration on_ front 
shows three well-dressed men. R. P. ad 
department says results were good. Ar! 
work by C. F. Peters is employed on 3 
series of blotters too. Makes a first-clas 


card, 
dda 


> “THE DARTNELL FILE of ‘Tested 
Credit and Collection Letters” has jus 
been compiled .. . and is being sold b 
the Dartnell Corporation, 4660 Raven: 
wood Avenue, Chicago 40, ILlinois. There 
are over 200 examples of letters, one to 
a page, with small squib at bottom t 
summarize each. In_ loose-leaf folder. 


Costs $7.50. 


> “AGENCY ETCHINGS BY AVER) 
GILES” is a collection of 18 cartoons and 
matching verses. Each about different ad 
agency personnel, From receptionist ' 
account exec utive. Reprinted from Print 
er’s Ink by James Gray, Ine., 216 Ea‘ 
45th Street, New York 17, N. Y. A 
314”x 6”, 32-page, blue and black b«oklel. 
‘ede and verse are funny. B ut ne 
where among the 18 caricature: 
appeared “the production man”. 5o 
Gray followed the booklet . . . >vith 
one-page letter (again all verse) ap logit 
ing for the error. Write Ed May:r for 
a copy if interested. 
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““F The new 


“| improved ATF LITTLE CHIEF 


Teaal Sheet size 14x20 Printing Area 13x19'2 

1s jus! 

old by 

—_ WiLL handle any kind of stock from onion skin to 4-ply card; turn out letters, 

one office forms and stationery, or direct mail advertising at speeds up to 5000 im- 

" : 

folder. J pressions per hour; reproduce half-tones and color work of fine quality ... 
or duplicating jobs formerly done on less professional equipment. Yet the ATF 
Little Chief is simple to operate, easily accessible, with every facility for the 

me operator's convenience. 

vit For shops preparing their own plates, complete ATF plate-making 

Ea | equipment and camera are available for use with the ATF Little Chief. 

ole 





; it no ryvua ‘ . . ° . ° . 
Ask your ATF Salesman for full information, or write 


| a When you think of offset, 
BOSD think of the ATF CHIEFS American Sy he Sounders 





200 Elmora Avenue, Elizabeth B, New Jersey 
Branches in Principal Cities 


ring your 


ayouts to life: 


rint.on... 


\ 


Fashion folder or machine tool catalog. 2-page brochure or 20-page house 
organ —vou put PRESTIGE on every COp\ when vou print on TI-OPAKE! 
This is International s quick-dry ing paper for letterpress or offset. In smooth 
or vellum finish. It is so opaque vou can print both sides with a minimum of 


show-through! International Paper Company. 220 Kk. 42nd St.. New York 17. N.Y. 


INTERNATIONAL PAPERS. 


A ‘\ 


§ 3 for Printing and Converting 
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